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AND PUT THE IN NEWS 


SERVING MONTGOMERY ... as well as 
every HOME TOWN in Southeast Alabama. 


40 cor ondents in Alabama and North WSFA-TV news is presented without still 
West Florida_towns and communities are photographs and our consumption of 16mm 
equipped to fi on the spot, news as it films at the average rate of 26,000 feet per 
occurs and to wi it to Montgomery for month makes it fresh... new... as new 
prompt telecasting, uSwally the same day. as the news.... 


The most modern film Sprocessing equip- 


: Excellence in timely and complete, un- 
eae. va studios makes news ready biased news coverage is a part of WSFA- 
to screen in minutes . . . NO ING IN TV’s service to southeastern Alabama and 
TRANSIT .... is one of the many reasons for its domi- 

A news crew that’s trained, qualified\in nance over all other media. 
every respect, stands ready with their equip 
ment to cover news when it happens, wher- Your message will be seen more . . 


ever it happens. mean more on... . 


CHANNEL 
WSFA-TV, Montgomery, Alabama l } 2 


NBC WKY, WKY-TV, Oklahoma City, Oklahoma 
WTVT in Tampa - St Petersburg 


Represented by THE KATZ AGENCY, INC. 
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NOW...S DA 
VEURDA‘S 

SDAY \ 
"RI DAY 
NDAY MON...AD\ 
WITH COLOR T 
OF THE WEEK O 


SUNDAY: Goodyear Tire & Rubber — Goodyear Playhouse. 
Aluminum Company of America — The Alcoa 
Hour. Hallmark Cards— Hallmark Hall of Fame. 
Chevrolet—The Chevy Show. 

MONDAY: RCA, Whirlpool, Buick, John Hancock — Pro- 
ducers’ Showcase. Johnson’s Wax, Schick — Robert 
Montgomery Presents. 

TUESDAY: Liggett & Myers, Max Factor—Noah’s Ark. Lewis 
& Howe, Vick Chemical—The Jonathan Winters 
Show. 
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ERITISERS SELL 
EVERY NIGHT 
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WEDNESDAY: Kraft Foods — Kraft Television Theatre. 


THURSDAY: Chevrolet— The Dinah Shore Show. Lever 
Brothers — Lux Video Theatre. 


Toni, P. Lorillard — The Walter Winchell Show. 
Chevrolet — The Chevy Show. 


SATURDAY: Gold Seal, RCA, Sunbeam, Kleenex, Noxzema, 
S & H Green Stamps — The Perry Como Show. 
RCA, Whirlpool, Oldsmobile—Saturday Color 
Carnival. 


FRIDAY: 


a service of 


Last year, NBC's trend-setting 90-minute Spectaculars paved 
the way for Color’s commercial maturity. Now the 1956-57 
season provides the pay-off both for advertisers and audiences, 
with sponsored Colorvision every night of the week. All 
through the year, advertisers will be selling with the added 
impact of Color TV on a tremendous variety of regularly sched- 
uled and special N BC shows. 

This is the year when exciting things are happening, in Color, 
on the NBC Television Network. 
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WCAU 


PHILADELPHIA 


means 


personalities 


Good show, John Facenda, let’s call it 

a day. This man is really amazing. 

His 11 p.m. news on WCAU-TV rates an 
impressive 20.3 average in ARB for 

the first six months of 1956. Name any 
other three newscasters heard 

in Philadelphia—network or local. 

Their combined ratings will be less than 
that of Facenda’s nightly chat to 
851,000 faithfuls. One-time newspaper- 
man John Facenda does 16 news shows 

a week. Eleven TV, 5 radio and they all 
click. The reason? Call it sincerity, 
magnetism, personality. Personality— 
that’s what makes John Facenda the 
outstanding newscaster in Philadelphia. 


That’s what makes WCAU, too. 


WCAU, WCAU-TY The Philadelphia 
Bulletin Radio and TV stations. 

Represented nationally by CBS Spot Sales. 

By far Philadelphia’s most popular stations. 
Ask ARB. Ask Pulse. Ask Philadelphians. 





OCTOBER 22, 1956 


Television Age 


33 


TELEVISION GOES RURAL 
Number of sets in farm homes is 


not far behind city percentages 


with Tv 


The TELEvision AGE 
of Product Group Success 
Stories goes deeply into each 


series 


field of business, then outlines 
in detail the many ways firms 
in these fields have met their 


How to Sell 





problems through television 
38 FARM IMPLEMENTS AND MACHINERY advertising. 


Tv becomes a likely advertising Each article includes dozens 


medium for the huge farm market of actual television success 
stories. This hard hitting ma- 


terial will help you show hard- 
40 HONEST ABE AND THE HARD SELL 


A copywriting team goes to work 
on Lincoln’s Gettysburg Address 


to-sell prospects how they can 
use tv to build sales. 


Reprints are available at 25c 
each, 20c in lots of 10 or more. 


a Vt ae. Gen Gwe Just fill out the coupon. 


Newspaper tv sections rate high 


in reader interest, Pulse finds 


Reader’s Service 


44 DREAM HOUSE Television Age 


Alabama station obtain l 
octmns ERUSHS 444 Madison Avenue 


| 
| 
| 
| 
results from a real-estate idea ; New York 22, N. Y. 
| 
| 
| 
| 
| 


Please send me reprints of the Product 
Group Success stories: 


51 TELEVISION FARM DIRECTORS 
Complete, up-to-date listing of 


Number of copies 
| Bakeries & Bakery Products —— 
| Dairies & Dairy Products 

Banks & Savings Institutions a 
Dry Cleaners & Laundries 


Groceries & Supermarkets 


farm editors on U. S. tv outlets 


DEPARTMENTS Furniture & Home Furnishings 
| Home Building & Real Estate 
15 Publisher’s Letter 56 On Film | Nurseries, Seed & Feed 


Suppliers, service news | Hardware & Building Supplies 


| Soft Drink Distributors 


Report to the readers 


59 Spot Report 


17 Letters to the Editor Travel, Hotels & Resorts 


Digest of national activity ; 
The customers always write ’ Sporting Goods & Toys 


67 Washington Memo Drugs & Remedies 


25 Tele-scope Tv and the campaigns 


| 
| 
| 
| 
| N 
. 5 | Name 
What's ahead behind the scenes 69 Wall Street Report PS 
The financial picture | 
27 Business Barometer Ic ' 
ae L.ompany _ _ 
Measuring the trends 71 Set Count | 
Market-by-market figures | Address. 
29 Newsfront = 
rh me : 77 In the Picture j City _ 
ie way ifs happening Portraits of people in the news | . 
Zone _ __ State 


53 Film Sales 78 


The most recent contracts 


| 
| 
| 
| 
| 
| 
| 
| 
! 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| Jewelry Stores & Manufacturers 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
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Gamere ! 2 Tenclose payment 
The lighter side | 
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Here are scenes from some of KPI X’s recent good mixing activities. 
Top row, left to right: (1) Director’s view of ““Ten Seconds to Live,” 
part of Channel 5’s continuing study of the Bay Area’s transporta- 
tion crisis. (2) Sandy and Faye enjoy an authentic luau on “This 
Morning.” (3) Announcer, director, Phil Lasky and Hal March 
huddle before March’s emceeing of BIG MOVIE contest award 
cer i (4) “Decisi or Dil The Facts About Rapid 
Transit,”’ San Francisco’s first television editorial. 

Second Row, left to right: (1) Captain Fortune in a rare serious mo- 
ment. For five years, the Bay Area’s number one children’s attrac- 
tion. (2) Stanford University Summer Institute to which KPIX’s 
staff annually devote over 200 hours of planning and instruction. 
(3) CBS President, Frank Stanton and Thomas E. Dewey join the 
regular “‘Face the Nation” staff after one of the ““Nation”’ telecasts 
originated by KPIX. (4) Westinghouse’s own Betty Furness at the 
Cow Palace. ) ee Dave” with his musical history of conven- 
tions, paig 
Third Row, left to right: (1) Subjects of His Honor the Mayor’s 
official “I Go Wolo”’ Day proclamation, were K PIX’s Wolo, puppet- 
master of the West Coast and his friend, Aloysius. (2) ““Everyman’s 
Religion”’ remote telecast direct from the flight deck of the aircraft 
carrier, Essex. 

Bottom Row, left to right: We were there . . . helping CBS-TV pro- 
duce “audience preferred” convention coverage. (2) Recently, KPIX 
originated a full week of Arthur Godfrey’s shows. (3) Kirk Douglas 
as the ““Champion.”” One of KPIX’s complete new library of great 
feature films. (4) Louie Jordan’s Band blows up a storm on the 
“Del Courtney Sh .” San Fr isco’s top, live variety show. 














Pr 





























GOOD MIXERS! 


Above all, KPIX believes that truly outstanding television 
can only be achieved through the efforts of “good mixers.” 

“Mixers” who start with the pace-setting entertainment 
and educational programs of the CBS Television Network, 
add their own award-winning local, live community service 
and commercial productions, the cream of the syndicated 
packages and the finest feature films available. 

“Mixers” who add a bright bit of showmanship to every- 
thing they do. 

*‘Mixers” who think of their medium as probably the 
most influential community force and respect and treat 
it as such. 

““Mixers” who know that a sale doesn’t end at the con- 
tract signing . . . who know that exciting audience promo- 
tion and sound merchandising are the keys to the real pay- 
off in this, the most powerful selling tool of them all. 

In short, ““Good Mixers” who personify the bold thinking 
that guides the Westinghouse Broadcasting Company .. . 
“mixers” ready and able to help you solve your selling 
problems. 

Call Lou Simon, KPIX Sales Manager, or your nearest 
Katz representative for availabilities or more information. 


\ le ' 





In San Francisco, no selling campaign is complete 
without the WBC station .. . 


KPIxX 5° 


BROADCASTING COMPANY, INC. 





RADIO TELEVISION 
BOSTON —WBZ+WBZA aosTesi—waz-Tv 
PITTSBURGH — KDKA PITTSBURGH—KDKA-TV 


yo Atel CLEVELAND—KYW-TV 


PORTLAND— KEX SAN FRANCISCO— KPIX 


KPIX REPRESENTED BY THE KATZ AGENCY. INC 
ALL OTHER WBC STATIONS REPRESENTED BY PETERS. GRIFFIN, WOODWARD, INC. 


October 22, 1956 Television Age 9 








Louisville’s 
BEST KNOWN FIGURE 
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The WHAS-TV Channel 11 figure advises viewers to watch 
“Weathervane” at 10:40 nightly. He doffs his weather beanie on 
other promotion slides and appears in triplicate, attracting viewers 
to the “I Led 3 Lives” series of Lincoln Income Life 

Insurance Company. 

Every hour of the day, the Channel 11 figure reminds viewers 
of WHAS-TV’s well produced local programs and selected 
national spot shows. He stands for the best... and 
everyone knows where he stands. 

He should remind you that for selling results, individual 
and distinctive treatment, your advertising deserves the impact 
of programming of character. In Louisville, WHAS-TV 
programming PAYS OFF! 


Are you participating ? 





VICTOR A. SHOLIS, Director 

NEIL CLINE, Station Mgr. 
Represented Nationally by Harrington, Righter & Parsons 
Associated with The Courier-Journal and Louisville Times 





BASIC CBS-TV Network 
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North 


Leaders 
in their 


IN COLUMBUS TELEVISION . . Pa s 
it’s WBNS-TV . . . with a *43.0% of the 


three station audience and a coverage of 
500,400 TV families. 


IN COLUMBUS INDUSTRY... 

it’s such names as General Motors .. . 
Westinghouse . . . North American Aviation, 
Inc. . . . Over 800 diversified industries . . . 
78,500 employees and af$332,000,000 payroll. 


FOLLOW THE LEADER INTO 1,872,900 

PROSPECTIVE CUSTOMERS HOMES WITH WBNS-TV 
AND WATCH YOUR SALES TAKE THE LEAD 

IN COLUMBUS’ MARKET. *ARB August, 1956 





No. 5 in “Columbus Market” Series 





REPRESENTED BY BLAIR TV 


channel 10 - 


CBS-TV Network ... 


columbus, ohio 


Affiliated with Columbus Dispatch . . . General Sales Office: 33 N. High St 
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Put your small change in Radiol. 











..make a big change in your sales* 





*You're looking at a lot more coin than you think. 


Adds up to eighty-two dollars, when you take a close look. 


And spot radio today is coining a lot more money than you might think. 
The reason’s simple. More and more advertisers are learning this basic fact: 
Sor just a small part of your budget, you can reach more people, 


more often, with radio than with any other medium. 


When you want to coin money in the country’s 14 richest markets, call... 


CBS RADIO SPOT SALES 


Representing: WCBS. New York — WBBM, Chicago — WCCO, Minneapolis-St. Paul 

KNX, Los Angeles — WCAU. Philadelphia — WEEI, Boston — KMOX, St. Louis — KCBS, San Francisco 
WBT, Charlotte — WRVA, Richmond — WTOP, Washington — KSL, Salt Lake City — KOIN, Portland, Ore. 
WMBR, Jacksonville — The Columbia Pacific and Columbia New England Radio Networks. 








° 
MAXIMUM POWE® 


Or 
= Gre ensd™ 


* 


A Ball of Fire... 


in sales results is yours in the Prosperous Piedmont section 
of North Carolina and Virginia with WFMY-TV. Blaze away 
to glory . . . and increased profits too . . . by calling your H-R-P 





man today for full information on this top TV market of the 
nation, completely covered only by WFMY-TV. 


50 Prosperous Counties e 2 Million Population 


$2.5 Billion Market e $1.9 Billion Retail Sales 










Greensboro 

Winston-Salem 
Durham 
High Point 

Reidsville 


— wtmy-tv 


af Basic 
GREENSBORO, N. C. 
Represented by 


Salisbury 





Chapel Hill 
Pinehurst ~ 
Fort Bragg 


Sonford 





Martinsville, Va. 





Danville, Vo. 
WFMY-TV ... . Pied Piper of the Piedmont Harrington, Righter & Parsons, Inc. Pen 
; : aces ince 
“First with LIVE TV in the Carolinas New York — Chicago — San Francisco — Atlanta 
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Letter from the Publisher 


The Rural Market 


Farm tv has come of age. 

Until this year tv was a difficult sale to the farm advertiser. 
However, as our lead story on page 33 points out, the farm-set 
penetration has expanded into a full-blown medium for the adver- 
tiser who wants to reach a rural audience. As a matter of fact, 
with almost three million farm tv households television has greater 
circulation among farmers than the mass-circulated farm publi- 
cations. 

A special note of praise should be reserved for those stations 
throughout the country which for several years have been pre- 
senting farm shows as an important part of their public-service 
programming. This programming should turn out to be commer- 
cially productive, as well as providing an important and basic 
service for farmers. And what a boom television can be for the 
farmer. Isolated as he is, tv in reality can be his window on the 
world, providing him with entertainment, news information and, 
through farm programming, how-to-do-it ideas about his own busi- 
ness. There is probably no segment of the population to which 
television can be more important than the U.S. farmer. 


Success Stories 


Our Product Group Success stories (see Farm Implements on 
page 38) are being published in book form. We are doing this 
in response to the many suggestions we have received from agencies 
and stations. You will find these success stories useful on a day- 
to-day basis. During the past year we have sold more than 75,000 
reprints of these success stories and are at present out of print on 
several of the industry roundups. We have been giving these 
stories added exposure by granting reprint privileges to vertical 
publications in other fields. For example, our story on banks 
was reprinted by the Journal of Financial Public Relations, the 
story on real estate by the Real Estate Journal, the story on 
bakeries by the Baker’s Review and New South Baker. These 
stories have been very effective in selling local accounts on using 
tv. The bound volume will be titled Source Book of Success Stories 
and will be available in mid-November. 


Feature-Film Success 


Judging by the ratings, the release of the feature-film packages 
on tv are a whopping success. The films are pulling impressive 
audiences, have increased the tune-in and are an attractive buy 
for the advertiser. An interesting sidelight of the feature-film buy 
is that it has not been, as yet, directly competitive with syndicated 
film. For the most part, and with the exception of the independent 
stations, feature films have been programmed in feature-film 
periods of either early or late afternoon or early or late evening. 
The half-hour syndicated film is woven in and around network 
schedules. If anything, the feature films seem to be replacing live 
shows. It all adds up to more film being telecast this fall than 
ever before. 


Cordially, 


Ly fat 








DO AS LEADING 
TV STATIONS DO 





CLEAN YOUR FILMS 
WITH 
THE NEW IMPROVED 


ECCO «1900 


ANTI-STATIC FILM CLEANER 


) Non -Flamnal of 


NO CARBON TET 


or TRICHLORETHYLENE 
Used by NBC, CBS and many 
others. Better cleaning means 
clearer, brighter projection. 
Eliminates dust attraction 
which causes poor screenings. 
Here’s Why ECCO +1500 
is Better: 


Cleaning properties 
Y better than carbon tet 


Leaves film permanently free 
7 of static 


¥ Dries faster than carbon tet 
Keeps film pliable, eliminates 
waxing 

v¥ Mild, non-irritating odor 


LOW COST—less than 2¢ 
¥ cleans 400 feet of film 


Equally effective for negative 
v or prints 





¥ Invisible anti-static coating 


In ECCO 1500 you have all the 
cleansing qualities of carbon tet- 
rachloride without the dangers. 
Add years of life to your film. 


CLEAN and INSPECT FILM 
in one easy operation with the 


ECCO SPEEDROL APPLICATOR 


Save time, fluid, labor, money 
Bakelite Construction—lasts a lifetime 
Without obligation, write 
today for illustrated bro- 
chure. Ask your dealer, or 
order direct. 


ELECTRO-CHEMICAL 


PRODUCTS CORP. 
60 Franklin Street e@ East Orange, N. J 
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wee A TV Station Is Measured By... 





ITS PROGRAMMING! 


And WSM-TV programming holds a popularity lead in this 
market, according to both A.R.B. and Pulse. This popularity 
covers all categories: 

NETWORK HEADLINERS — As the NBC-TV station in 
this market, WSM-TV gets a consistently larger share of 
the local audience for network shows (according to A.R.B. 
and Pulse) than the national average (according to Trendex) 
— proof positive that national standings cannot be neatly 
applied to all local situations. 

TOP FILM SHOWS—According to the most recent survey 
of this three-station market, the 10 top syndicated film 
shows are all on WSM-TV. 

LIVE LOCAL SHOWS — With a talent pool of more than 
200, many of them nationally famous stars, WSM-TV is 
recognized as one of the country’s leading stations in the 
production of top caliber live local shows. Such headliners 
as NOON, OPRY MATINEE, TELEVISIT, and 


WOM-TV 


CHANNEL 4 CLUB consistently reflect the know-how of 
a staff that produces network commercial shows on both 
television and radio for such top-drawer advertisers as 
R. J. Reynolds, Ralston-Purina and Pet Milk. 

NEWS TELECASTS — An aggressive 9-man news staff, 
five wire services, two film services, staff cars, and complete 
kleig lighting and motion picture equipment all contribute 
to the WSM-TV news coverage success story The station 
has also telecast more than 675 remotes of special local and 
regional newsworthy events. 

SPORTS COVERAGE — Vanderbilt University basketball, 
exclusive TV coverage of Nashville’s Southern League 
baseball team, NCAA basketball remotes from as far away 
as Bowling Green, Kentucky, Vanderbilt football highlights, 
steeplechases and stock car races are just a few of the many 
local and area headliners in the WSM-TV sports parade 
that continues to fascinate viewers in this market. 


Channei 4 Nashville, Tennessee 
NBC-TV Affiliate 
Clearly Nashville's #1 TV Station 


IRVING WAUGH, C cial M g 
EDWARD PETRY & CO., National Advertising Representatives 





WSN-TY's sister station — Clear Channel 50,000-watt WSM Radio — is the only single medium that covers completely the rich Central South market. 
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444 Madison Avenue, New York 22 


Golden Anniversary 
I want you and the staff of TELE- 
VISION AGE to know how greatly I ap- 
preciate your interest in my 50th 
anniversary in radio which is being 
celebrated this weekend. I think your 
portrayal of the story of my half-cen- 
tury in pictorial form was handled in 
excellent fashion, and I congratulate 
you on the format and manner in which 
you presented the story. To be fea- 
tured on the cover of TELEVISION AGE 
and on eight pages in your fine maga- 
zine is indeed one of the highlights 
of my golden anniversary. (Sept. 24 

issue. ) 

Davip SARNOFF 
Chairman of the Board 
Radio Corp. of America 
New York City 


Public Service Report 

Congratulations on your September 
10th issue. The public-service report 
is an inspiration. The consistent effort 
of the industry in this area too often 
goes unnoticed, and it is gratifying to 

have your eloquent survey of it. 
Rosert D. Swezey 
WDSU-TV 
New Orleans 


If more things like this could be 
called to the attention of our congress- 








ZIV’S STAR-SPANGLED | 


SALUTE TO 
THE U.S. NAVAL 
ACADEMY 


i a a ie a a a 


SEE PAGES 
18A, B, C 


men and those who are continually 

sniping at us, it would help break 

down some of the resistance of the 
anti-minority groups. 

D. Lennox Murpocu 

Vice President & Manager 

KSL-Tv Salt Lake City 


...1 think you are to be congratu- 
lated. Here at wsJs we are certainly 
interested in public service. I think 
our record back for the years in 
radio, and for a lesser number of 
years in television, will prove that we 
are staunch believers in the fact that 


we are licensed primarily to operate 
in the public interest. 

Your magazine continues to be one 

that is always extremely interesting. 

Harotp Essex 

Vice President & General Manager 

wsJs-Tv Winston-Salem 


... you are following through on the 
public-service aspects of tv broadcast- 
ing.... During the month of October 
we are setting aside two Class A 
half-hours per week . . . for the purpose 
of permitting Maryland’s congression- 
al candidates to face the television 

(Continued on page 19) 








watts. 


MAXIMUM POWER 


WIBW-TV is now operating on the top limits of 
power allowed by the FCC—a smashing 316,000 


MAXIMUM HEIGHT 


Already WIBW-TV’s antenna is at its limit of 
height—1010 feet above the rolling Kansas prairie. 


MAXIMUM COVERAGE 





WIBW-TV absolutely dominates 20 Kansas Coun- 
ties. We lay down a clear picture far beyond Kansas 
City and St. Joseph, Mo., into a total of 556,393 
TV homes. Check the new A.R.B. for the 
TopekAREA. See the across-the-board preference 





for WIBW-TV. 


TOPEKA, KANSAS 
Ben Ludy, Gen. Mgr. 


WIBW & WIBW-TV in Topeka 
KCKN in Kansas City 


Rep. Capper Publications, Inc. 
cBs ABC 











see your [ “ormee \ cappee man 
SS i3 SS 
>= Vue aSS——_ 
The Kansas View Point 
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Company 
Address 


New York 22, N. Y. 
$7.00 


Please enter my subscription for TELEVISION AGE and the 1957 


444. Madison Ave., 


[] one year 


Age 


Telev 


Yearbook: 





[] I enclose payment. 


[_] two years $12.00 




















Tv Brings Bank Business 


Just a few weeks ago resources of the Greater Louisville First 
Federal Savings & Loan Association passed the $80-million mark. 
It was another milestone in the record of growth that has made this 
pioneer television and radio advertiser the largest savings and loan 
institution in the state of Kentucky and one of the biggest in the nation. 

Passing $10-million plateaus is nothing new for the Greater Louis- 
ville. Early in the year the company reached resources of $70 million. 
On that occasion WAVE-TV and WAVE honored Gustav Flexner, one 
of the founders and now executive vice president and secretary, on 
the firm’s 30th anniversary as an advertiser in the broadcast media. 


aeet , ; - » GREATER LOUISWLLE : 
i row t : 
Af WY oa i fomor Tab Feciecel Now yy" nae . 
a Savings ~ Loan JAN bh 
Asse PA on as 
: a 
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Gustav Flexner (right) receives gift and scroll from WAVE-TV president 
George Norton (center) and weathercaster Bill Gladden in honor of 
his 30th anniversary as a broadcasting advertiser. 


Greater Louisville has used WAVE-TV since the station went on the 
air in 1948. wave has been used since 1925. 

At that time Mr. Flexner replied: “I have great faith in radio 
and television. I know they bring in business, and that is why | 
have been so consistent in my broadcast advertising over the years.” 

Today Greater Louisville First Federal spends the major portion 
—60 per cent—of its advertising budget on television. Besides 
WAVE-TV, the advertiser also uses WHAS-TV. The remaining 40 per cent 
of the advertising budget is split between radio and newspapers. 

The bank sponsors a five-minute weathercast with Bill Gladden 
at 6 p.m. Mondays through Fridays and a one-minute weatherspot 
on Sundays at 6 p.m. In addition, it uses a one-minute spot daily 
on NBC-TV’s Today and an additional live spot from the first to 
tenth of the month when an extra drive for depositors is underway. 
Sometimes special adjacencies are bought. 

The savings and loan firm is now 40 years old, has five branch 
offices and has financed well over $200-million worth of homes. 
Nearly 50,000 savers and investors in all parts of the world are its 
customers. But the group which is prized most highly are the more 
than 21,000 children who have deposited over $1 million in the 
bank’s Savings Posts, now in their fifth year. The Savings Posts 
plan is advertised only on television and radio. 
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SPINE-TINGLING SHOWMANSHIP AT YOUR COMMAND! SEQ 


Now present your product on a tv program with the impact of a Big 3 
21-gun salute . . . a story series ablaze with the adventures, hip 
loves, heartbreaks and triumphs of the U.S. Midshipmen! ple: 


FOR THE SPONSORS AND STATIONS WHO WANT TH |N. 
i 





A| 









Write or phone 
collect today 
for an early 
auditian date. 








SEQUENCE AFTER SEQUENCE FILMED AT ANNAPOLIS! 


sig and lavish . °. with Hollywood stars, thousands of U.S. Mid- 
pmen, Navy planes, ships and equipment. . . a program peo- 
e will take pride in recommending to their circle of friends. 


THE|No. 1 SHOW IN THEIR MARKETS! 


P 


coming soon 


covering the rich STEUBENVILLE - WHEELING 


and PITTSBURGH markets 









Exciting things are happening in WSTV-TV-land, richest steel 
and coal producing area in the world! One of America’s top re- 
search organizations is completing a trend-setting project that 
will enable you to measure the effectiveness of WSTV-TV versus 
any other station on your schedule. And WSTV-TV’s coverage of 
this prosperous industrial area—ranking in population, income and 
number of sets among the top seven markets in America* will 
be guaranteed ! *Sales Management Survey of Buying Power 


WSTV-TV - 


STEUBENVILLE, OHIO steusenviice 8 





Represented by AVERY-KNODEL 


CBS — ABC — CHANNEL 9 — 230,500 WATTS 


Stee, yeh 
AND Coat cENTER OF amen 


PLUS...for the first time in advertising history 


MEASUREMENT OF ADVERTISING RESULTS 


COMPARE WSTV-TV’s RESULTS PER DOLLAR WITH ANY OTHER STATION ON YOUR SCHEDULE 


WSTV-TV’s remarkably low 
cost per thousand (lowest of 
any station in this tremendous 
market) and amazingly large 
coverage (including free bonus 
of Pittsburgh) make WSTV- 
TV one of the safest, most 
profitable buys in TV! 


A member 
of the FRIENDLY 
GROUP 


* PITTSBURGH 





WSTV-TV John J. Laux, Gen‘I Mgr. Steubenville, Ohio ATlantic 2-6265 
NAT'L SALES MGR. RodGibson 720 Fifth Avenue, N. Y.19. JUdson 6-5536 
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Letters (Continued from page 17) 


audience in a series of political de- 
bates. The program is entitled Face to 
Face. Each candidate will be given 
five minutes for an original statement 
and five minutes for rebuttal of his 
opposite member’s statement, plus 
three minutes for summary of his 
position. 
E. K. Jett 
wMak-TV Baltimore 


...all of us appreciate your help 
to the industry as a whole in the 
matter of calling public and congres- 
sional attention to our collective pub- 
lic-service record. 

Bit MICHAELS 
Vice President & Managing Director 
wJBK-Tv Detroit 


You are to be complimented on the 
work you’ve done for the industry by 
drawing attention to our efforts on 
public service. Congratulations on 
working so well for us. 

T. B. BaKER Jr. 
Executive Vice President 
w1ac-Tv Nashville 


I think your September 10th issue 
performed an important function by 
crystallizing the case histories of pub- 
lic-service programs. 

Sometime soon I hope to write you 
in detail about the Valley at Work 
program which we have had on wsJv 
for the last two years. We give a 
half-hour of Class A time each week 
to one of the industries located in 
the St. Joseph Valley. These programs 
are expensively done, with more than 
half of them being film shot on 

(Continued on page 21) 





Weather Prophet 


McEntire Brothers, a bedding- 
and-mattress distributor in To- 
peka, Kan., has found a novel 
direct-mail tie-in with its WIBW- 
Tv weather show. A clever rain 
predictor with a tv screen which 
turns blue for fair weather, red 
for rain, was sent to all dealers 
in the wIBW-TV area telling about 
the sales support they were get- 
ting on the television program. 

















TV ADVERTISERS: 










YOU ARE 
NOT COVERING 
SOUTH BEND=— 
INDIANA’S 2ND 

MARKET=UNLESS 

YOU ARE USING 


WSBT-TV: 


WSBT-TV carries the top 13 television shows seen in 
South Bend, according to the latest A.R.B. Report—and 
23 of the top 25 shows! What better yardstick can you 
use to measure the influence of an advertising medium? 
If you rely on VHF stations to reach South Bend tele- 
vision viewers, you'll get only a handful. Many, many sets 
in this UHF area are not even equipped with proper an- 
tennas to receive VHF signals! 


South Bend is one of the Nation’s richest and most im- 
\ portant markets. It is Indiana’s 2nd market in population, 
income, and sales. And, it is a famous, widely-used Test 
Market. Get all the facts. Write for free market data book. 





PAUL H. RAYMER CO., INC., NATIONAL REPRESENTATIVES 





SOUTH 
BEND, 
IND. 


CHANNEL 


34 


CBS... A CBS BASIC OPTIONAL STATION 
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Letters (Continued from page 19) 


location. . . . Congratulations on the 
outstanding job you're doing. 

Pau C. BRINEs 

General Manager 

wsJv South Bend 


Your June issue was a_ valuable 
addition to the literature of our in- 
dustry. Television, as well as the 
radio industry, is doing a remarkable 
job in public-service programming. 
and certainly if we do not tell our 
own story, no one will tell it for us; 
and representing television, your pub- 
lication has certainly come to the 
fore as a voice of the industry. 

Puiuie G. Lasky 
General Manager 
KPIxX San Francisco 


Timebuyer’s Listing 
Please be advised that Barber & 
Drullard has a radio-tv department, 
are actively engaged in the purchase 
of tv time, and to the best of our 
(Continued on page 23) 





Tv Sells Centennial 


An estimated 18,000 people 
attended the centennial celebra- 
tion staged early in September 
by the small town of Allendale, 
Mo., attracted in large measure 
by telecasts on KFEQ St. Joseph. 

Lester Lutes, publicity chair- 
man of the centennial, a former 
newspaper man and _ self-con- 
fessed skeptic of the power of 
“your newfangled advertising 
and publicity medium,” told 
KFEQ executives “...radio had 
never been really serious com- 
petition for the printers and 
what the heck was tv? I am 
certainly wiser and emphatically 
no sadder now.” 

The Allendale pageant in con- 
nection with the centennial play- 
ed to more than 8,000 in its two 
performances. “We had over 800 
horses in our parade,” Mr. Lutes 
continued, “and while we do not 








think they saw our pitch on tv, 
some of their owners undoubted- 


ly did. 











KNOXVILLE 


METROPOLITAN AREA 
POPULATION 358,600 


[KNOX © ANDERSON © BLOUNT| 
COUNTIES 


‘HERE'S | WHAT WATE-TV OFFERS: 


* PORN Iaes $1,081,361,650 


L 


© FAMILIES . 


. 1,391,280 @ RETAIL SALES... 
oe ee eee $1,290,306,630 


* A i] 190° C- Manno nant Soir ‘| R no P 
May 1C 956 Sales Management Survey Buying Power 


WATE: a a 


POWER MARKET OF THE SOUTH | 
Knoxville, Tennessee 
AVERY-KNODEL, INC. 


DALLAS 
CHICAGO 


Represented 


ATLANTA € 
LOS ANGELES ° 


@ NEW YORK e 
@ SAN FRANCISCO « 
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sMulel<a or Treat? 


KYW-TV gets invited into more homes 
in the course of any given week than 
any other Cleveland area station. 
That’s why your spot package buy will 
produce greater results on Channel 3. 
Example: A typical “15 Plan’’ pro- 
duces a treat of 1,035,000 home im- 
pressions in five days for only 50 cents 
per thousand!* KYW-TYV leads all TV 
stations in the market with a 37.1 aver- 
age share of audience for the seven 
days, 6 A.M. to midnight . . . over 9% 
higher than its nearest competition. 
We have no tricks. Solid showman- 
ship and salesmanship in both pro- 
gramming and promotion do the job. 
Knock on Al Krivin’s door, and get 
treated to the best buy in Cleveland. 


*Cost-per-thousand figure is computed on the basis of 
three ten-second spots per day; morning, afternoon and 
evening with weekly cost under “50-15 Plan,”’ of $337.50, 
based on August ARB figures and 2.5 viewers per set. 


In Cleveland, No Selling Campaign 
is Complete without 
the WBC station ... 


KYWatv 


CLEVELAND 





WESTINGHOUSE 


BROADCASTING G6 


COMPANY, INC. 


RADIO TELEVISION 
BOSTON—WBZ+WBZA BOSTON—WBZ-TV 
PITTSBURGH—K DKA PITTSBURGH—KDKA-TV 
CLEVELAND—KYW CLEVELAND—KYW-TV 
FORT WAYNE—WOWO SAN FRANCISCO—KPIX 
PORTLAND—KEX 


» 
eee 


KPIX REPRESENTED BY THE KATZ AGENCY, INC. 


ALL OTHER WBC STATIONS REPRESENTED BY 
PETERS, GRIFFIN, WOODWARD, INC 


a 








Letters 


knowledge have never received one 
of your questionnaires. 


(Continued from page 21) 


Tony Rocco 

Radio & Tv director 
Barber & Drullard Inc. 
Buffalo 


. our name was not included in 
your list of advertising agencies . . . 
the two individual names that should 
be included are: 
James Anderson, radio and tv di- 
rector 
Leonard Kanzer, ae and vp 


LeonarD S. KANZER 
Marvin and Leonard Adv. 
Boston 


Note: Our apologies for these omissions. In 
a list of this size a few errors are inevitable. 


Atlantic and KDKA-TV 
In your September 10th issue, there 
is an article which reports the use of 
tv by some of the oil companies. The 
article was extremely interesting, but 
I wish to call your attention to an ap- 
parent error. When you were discuss- 
ing the baseball games televised by 
Atlantic, you included KpKA-Tv Pitts- 
burgh. To my knowledge, Pittsburgh 
has televised no baseball games except 
the All-Star Game and the World 

Series. 

W. V. CLark 
National Accounts Manager 
Simoniz Co. 
Chicago 
Note: We are assured both by Atlantic Re- 
fining Co. and their agency, N. W. Ayer, 


that KDKA-TV does indeed televise baseball 
for Atlantic and other sponsors. 


KNXT Court Coverage 
We have just completed a closed- 
circuit experiment consisting of tv 
coverage by KNXT personnel and 
equipment (as a service for all Los 
Angeles stations) of proceedings of 
the California State Bar Association’s 
convention. The results were excellent. 
We hope that this, like other experi- 
ments of this type, will prove that 
broadcast media can cover court pro- 
ceedings unobtrusively and will lead 
to free access to courtrooms for tv and 

radio. 

CiarK B. GEORGE 
General Manager 
KNxT Los Angeles 








Comprehensive Civic Coverage 


Although not ueglecting national and world coverage on its new 
30-minute nightly Tv News Digest (Mon.-Fri. 10-10:30 p.m.), wisn- 
Tv Milwaukee is concentrating primarily on local happenings for this 
ambitious example of video journalism. 

Five announcers take part in presenting the six tightly-edited five- 
minute divisions of the program, which are, in order: Local News, 
done by news director Don O'Connor; National News, handled by 
Jim Van de Velde; Documentary Twelve, again with Mr. O’Connor: 
Sports, presented by Bob Forte; Personalities, interviewed by George 
Brenard, and Weather, explained by Bill Bramhall. 

A newsreel crew of three cameramen, headed by wisN-Tv newsreel 
chief Charles Sciurba, sup- 
plies the film clips for the 
local news and feature seg- 
ments, with particular em- 
phasis on material for the 
Documentary Twelve 
(named after the station’s 
channel number) 
which concerns itself with 


portion, 


airing civic problems and 
achievements. 

In addition to Tv News 
WISN-TV 
quarter-hour 
and weather show each eve- 


Digest, offers a 


news, sports 
ning, excluding Wednesday, 
called Three Star Extra; a 
daily 15-minute newscast at 
12:30 p.m. and two five- 





NEWSREEL CHIEF SCIURBA 


minute morning roundups; a 
quarter-hour on Sundays at 10 p.m. of the week’s local news in re- 
view (on film), titled Milwaukee Newsreel, and a following 15-minute 
stanza of news, weather and sports. 

Of all the siaiion’s extensive news-coverage angles, Documentary 
Twelve is WISN-TV’s admitted pride and joy. Thus far, this five-minute 
segment—which requires between 15 and 20 man-hours to write, 
edit and produce—has presented a dramatic series of three programs 
on traffic safety, which took viewers on ambulance rides, showed them 
pictures of serious auto crashes and led them through the county 
morgue to illustrate the grimness of highway slaughter. 

In single programs Documentary Twelve has complimented the 
Milwaukee park system, focused on parking and other traffic regula- 
tions and violations, toured the city’s cerebral-palsy clinic, shown the 
dangers of boating on Lake Michigan, spent a day with the highway 
patrol, taken up the problem of sex deviates in local parks, follewed 
a police-communications crew, looked closely at Milwaukee’s crowded 
schools and followed a rookie fireman through his training period. 

WISN-TV news director O’Connor handles most of these assignments 
from the reporter’s angle, while newsreel chief Sciurba mans the 
motion-picture cameras. Sciurba, who this year won first. place in 
the spot-news film classification of the National Press Photographer’s 
Assn. contest, is assisted by cameraman John Dunar and Chuck 
Lipchow and -processes all the film shot in his own Central Film 
Laboratory. Assistant news director at WISN-TV is Doug Davenport, 
who heads a staff of three newswriters in gathering and editing 
material. 
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@ In non-network programs per week sold between 6:00 and 11:15 p: m. 
in Baltimore, WBAL-TV’s sponsored shows are about 50% more than 


the combined total of its two competitors! 


@ Naturally, there’s a good reason why advertisers come to us first. They 
like the strength of our programming. For instance: they like our 
strong news-weather-sports segments at 6:45 and at 11:00 p. m. daily. 
They like our 7:00 p. m. programming for family viewing every night 
of the week, and our strong block of Saturday afternoon programming. 
Our 10:30 p. m. shows have a rare potency, too. 


@ Advertisers like the way we promote our shows, individually and collec- 
tively. They like the build-up we give the personalities who m. c. them. 
They like a dozen other distinctive features that we'll be glad to tell you 
about in detail. Or your nearest Petry office will be glad to fill you in. 


WBAL=aTY coannar B 


Nationally represented by EDWARD PETRY & CO., INC. 
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Changes at Thompson - 

There’s a big switch going on in the media department 
at J. Walter Thompson, New York. Timebuyers are being 
changed, promoted and added. The alterations, which 
started early in October, are being implemented gradually 
and should be completed by November. 


Bell Color Series 

The Associated Telephone Cos. in the Bell System 
will extend their series of one-hour color programs on 
scientific subjects into next year, with at least three topics 
now in the planning stage. The first such program will 
appear on CBS-TV Nov. 19 at 10 p.m. and is titled 
Our Mr. Sun. It is a Frank Capra-produced 4lm. In an- 
nouncing the series Cleo F. Craig, chairman of the board 
of AT&T, said that the Bell Telephone Cos. hope that by 
showing the drama and excitement of science, “we can, in 
a modest way, help it to flourish and do eveu more for 
people everywhere.” 


Shift for Manhattan 

Manhattan Soap Co. has shifted from Scheideler & 
Beck, Inc. to Weiss & Geller, Inc., Chicago. The company. 
which makes Sweetheart Soap and Cosmetics and Protex. 
a deodorant soap, has been a fairly spot-active account. 
(See TELEvision Ace Spot Reports for November 1955 
and June 1956.) No timebuyer has been assigned at the 
new agency as yet. Account supervisor Robert Harris is 
the contact. 


Gallo Buying 

E. & J. Gallo Winery, out of Doyle Dane Bernbach, Inc.. 
New York and Los Angeles, has taken on full sponsorship 
of the Friday night Warner Brothers features over KRON- 
TV San Francisco. The company, in addition, has schedules 
in many markets throughout the country. Jan Gilbert and 
Jerry Sachs are the timebuyers in New York, Bernice 
Levitas in Los Angeles. 


Color Confidence 

Admiral Corp.’s confidence in the future of color tele- 
vision is indicated by a color training program now under- 
way among its distributors and dealers. Over 3,000 have 
already been trained, according to the company, with the 
schools continuing in all cities where color programs are 
provided. Graduates are presented with a certificate. 


Standard Buys Guild Series 
The new Guild Films half-hour series called Captain 


David Grief will be sponsored by Standard Oil of Cali- 


fornia in 12 west-coast markets and by Strohs Beer in 


21 midwest markets. Both advertisers are expected to 
get underway with the series in January 1957. The 
Standard Oil markets are: Bakersfield, Fresno, Honolulu, 
Los Angeles, Phoenix, Portland, Ore., Sacramento, San 
Diego, San Francisco, Seattle, Spokane and Salt Leke City. 
BBDO, San Francisco, is the agency, Elizabeth Share, 
the timebuyer. The Strohs markets are: Bay City, Cadil- 
lac, Detroit, Grand Rapids, Kalamazoo, Lansing, Mar- 
quette, Traverse City, Ft. Wayne, Indianapolis, Lafayette, 
Muncie, South Bend, Cleveland, Columbus, O., Dayton, 
Lima, Steubenville, Toledo, Youngstown and Zanesville. 
Zimmer, Keller & Calvert, Inc., Detroit, is the agency, 
Clyde D. Vortman, media director, the timebuyer. 


Bulova Activity 

There should be some new heavy spot activity from 
Bulova through McCann-Erickson, Inc., New York. The 
company will be plugging its new electric shaver. 


Lee Optical Buys 

Ziv’s newest syndicated series, Dr. Christian, is now 
sold in 182 markets. Lee Optical Co. has made one of 
the recent larger regional buys of this show, sponsoring 
in 14 Texas markets and in Mobile. The markets in the 
Lone Star state are: Corpus Christi, Dallas, Lubbock. 
El Paso, San Antonio, Texarkana, Waco-Temple, Har- 
lingen, Wichita Falls, Laredo, Austin, Houston, San 
Angelo and Abilene. Other recent regional sponsors for 
Dr. Christian and the markets include: Adolph Coors 
Brewing Co.: Colorado Springs, Denver, Rosewell, Ama- 
rillo, Big Spring and Midland. Top Value Stamps: Cleve- 
land, Detroit, St. Louis, Peoria and Houston. Blue Cross: 
Buffalo, Rochester and Wilkes-Barre. American Beauty 
Macaroni: Kirksville, Springfield, Mo., and Pittsburg, 
Kans. 


Electrolux Eyes Spot 

Electrolux Corp. (vacuum cleaners) New York, is 
examining the possibilities of going into tv spot on a coop 
basis for the first time. 


Gas Association Honors Trembly 

The American Gas Association, with $244 Million in 
its pocket, is still shopping for a network television pro- 
gram through its agency Lennen & Newell. At its con- 
vention in Atlantic City a few days ago Frank H. Trembly. 
of the Philadelphia Gas Works, was honored for the part 
he played as chairman of the committee that raised the 
money. At press time no decision had been made as to 
type of program or network. 
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THE FROST IS ON THE ByMpKIN 


Half a century ago the city slicker dubbed the farmer a rube 
and the country bumpkin was the butt of the standard vaudeville routine. 


Times and tv—and WLBC-TV—have helped change all that. 


The modern farmer is a businessman well versed in the ways 

of the world. Indeed, through television—through a station like 
WLBC-TV—he is as well informed as his city cousin in a 
Park Avenue apartment. 


Here in Indiana our farmers are reaping record crops. 

This means money in the pockets of the city folks, too. 

For Muncie is an important trading center for the rich Indiana 
farm area. 


Advertisers can share in this prosperity by telling their story 
on WLBC-TV located in Muncie, America’s heartbeat 
of Middletown, U.S.A. The nation’s test 










































Business barometer 


The decline in local and national spot television billings, which began in 
June, continued in July. 








The TELEVISION AGE month-by-month Business Barometer index showed a July 
drop for local billings of 5.8 per cent from 
that reported in June and for national spot LOCAL BUSINESS 
of 13.2 per cent. 





Both of these declines were considerably greater than 
those reported for the same month in 1955. 65 
Informed observers, however, feel that the 1956 60 
decline in both categories was caused by the = = 
extremely strong billings earlier in the year. 
A levelling-off was to be expected under the 
circumstances. 








1955 
Local business in July, by dropping 5.8 per cent, haa 


returned to a point it had reached while on 0 
the upgrade in March of this year. 





The drop can be compared with a drop of 2.8 per cent 
in July 1955 over June of that year or with 1954 
a drop of 7.2 per cent for the same period 
in 1954. 











Both of these declines may be easily traced onthe VA 
Local Business chart on this page. 10 








National spot's drop in July of 13.2 per cent was more | 
than twice the 5.5=-per-cent drop for this category made in July 1955 
and considerably greater than the 9.3-per-cent decline in July 1954. 


SPOT BUSINESS 








Spot has been exceptionally strong this year, however, 
: Ms ) and the decline in July brought total spot 
hs el billings to a position comparable to that 

1956 ey! reached in February when this business was 
100 gaining rapidly. 

95 

90The Spot Business chart shows the pattern for the six 
85 months through July of this year and that of 
80 the two previous years. 








75 


= BY Station classification the index shows that 


smallest stations, those with billings under 





65 $500,000 were considerably above the national 
60 average in spot, while next larger stations, 
55 those with billings between $500,000 and 

50 $1 million, were close to the norm. 


15 

yo Stations with billings between $1 and $2 million 
were just under national figures in this 
category. Outlets with billings between $2 
and $3.5 million dropped spot business in 
almost exact proportion with averages. 

20 Largest stations, those with more than $3.5 
15 million in billings, were stronger than the 
10 national figures. 








35 
30 
25 


This is the 34th monthly Business Barometer report on 
spot and local billings. Dun & Bradstreet 

2 prepares percentages from information sent in 

10 by a scientifically selected panel of stations. 

















These percentages are then analyzed by TELEVISION AGE editors and their 
advisors. 
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is the time to buy 
color television 


Color TV is here! It’s right and it’s ready. You can now see 
Color Every Night—and RCA Victor “Living Color” TV sets 


are now priced within the reach of every family! Here’s the full story: 








21 PICTURE TUBE" 


DIAMETER—254 SQUARE 
NCHES OF VIEWABLE PICTURE 





Like 2 sets in 1! You get Color and 

all black-and-white shows, too! 
This is RCA Victor Compatible 
Color TV! You see all the great 
Color shows in “Living Color” 
- - - regular programs in clear, 
crisp black-and-white. With Big 
Color, you see everything. 





Practical and trouble-free! Service 
is low-cost and dependable! 

Big Color is dependable Color. 
And RCA Factory Service is 
available in most areas (but only 
to RCA Victor owners) at new 
low cost. $39.95 covers installa- 
tion and service for 90 days. 


Big-as-life 21-inch picture tube— 
overall diameter. 

Actually 254 square inches of 
viewable picture area. And every 
inch a masterpiece of “Living 
Color.”” Here are the most natu- 
ral tones you’ve ever seen—on 
a big-as-life screen! 





Color TV is a common-sense invest- 
ment—costs only a few cents a day. 
It’s sure to become the standard 
in home entertainment for years 
to come—yet you can enjoy 
Color every night right now! And 
you can buy on easy budget 

terms. 


There will never be a better time than now to buy Big Color TV 
Be among the first to enjoy television’s greatest advance in 20 years 


Manufacturer's nationally advertised VHF list price subject to change. 
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Color every night—trizht now! 
Sometiing for everyone! 
You'll have “two on the aisle” 
for the best shows ever—drama, 
comedies, Spectaculars, chil- 
dren’s shows, local telecasts. For 
now 216TV stations are equipped 

to telecast Color. 


Now starts at $495—no more than 
once paid for black-and-white. 
This is the lowest price for Big 
Color TV in RCA Victor history! 
There are 10 stunning Big Color 
sets to choose from—table, con- 
solette, luxurious lowboys, and 

consoles, too. 


Big Color TV is so easy to tune, 

even a child can do it! 
Turn two color knobs and there’s 
your Big Color picture! It’s easy, 
quick, accurate. You’re in for a 
new thrill when the picture 
pops onto the screen in glowing 
“Living Color.” 


——“— 


Make sure the Color TV you buy 
carries this symbol of quality. 
RCA pioneered and developed 
Compatible Color television. 
Because of this unique experi- 
ence, RCA Victor Big Color TV 
—like RCA Victor black-and- 
white—is First Choice in TV. 


RADIO CORPORATION OF AMERICA 


Electronics for Living 








THE WAY IT HAPPENED Re ews f ron 





The electronic life . 


page 29 


Burgeoning daytime television . . . . page 29 
TvB’s electronic filing system ... . page 31 


FUTURE INDICATIVE. The year is 
1981: 

Joe Suburb has already had enough 
of the kids, and it’s only Thursday 
noon with practically four days of the 
weekend to go. 

He hops in the standup, plastic 
bubble (the family’s third car) and 
zips to the all-products-and-services- 
cylinder seven miles away. He pauses 
at the spruce-spa bar for a Miltown 
Fizz (nobody has solved anxiety yet) 
and, mentally smoothed, moves along 
the escalator to the home-feature film- 
rental library. 

There’s a selection of new releases 
—50 films from the RKO and MGM 
pre-1975 backlogs. The pictures are 
already second-run in world theatres 
accessible to U. S. audiences. But Joe 
passes them up for a coupling with a 
little tradition and historical import— 





RCA’s home tv tape player, which reproduces pre-recorded tv selections on a 


standard tv set. 


The Ox 
Those two ought to enlighten and en- 
tertain the kids. And keep them off his 
back for a few hours. 

Back home, he slaps a reel on the 
RCA Hear-See box and slips away 


while rapt moppets get involved with 


Bow Incident and Camille. 


Henry Morgan and Henry Fonda in 
an ancient western saloon. 

On the way to the vista-domed den, 
he stops for a capsule of instant beer 
out of the RCA electronic refrigerator. 
For the thousandth time he thinks 
about how the 20-year-old freezer 
should be replaced (small storage 
space by °80 standards). But the 
motionless parts are good for genera- 
tions to come. He shrugs, drops the 
capsule in a glass of water, and shuffles 
off to stretch out and listen to some 
of his old Charlie Mingus records on 
the good old hear-only. 


PRESENT INFORMATIVE. Mean- 
while, back in 1956, Joe’s old man was 
getting a sign of the future. Scientists 
at the RCA laboratories in Princeton, 
N. J., unveiled for a press gathering 
four developments in electronics re- 


2 
q- 


quested five years ago by Brig. Gen. 
David Sarnoff, chairman of the board 
of RCA. 

A room cooled (or heated) by elec- 
tronic panels, operating in complete 
silence with no moving parts. 

A noiseless electronic refrigerator 








An electronic light amplifier increases 


to 1,000 times brightness of projected 
light images. 


with no moving parts. 

An electronic light amplifier which 
multiplies up to 1,000 times the bright- 
ness of projected light. 

A hear-see tape recorder for home 
use that plays or records off standard 
black-and-white or color tv sets. 

RCA officials predicted that the new 
developments would be ready for the 
market within five years. 

A night before the demonstrations. 
during a testimonial dinner honoring 
his 50th anniversary in electronics, 
world-wide 
next 20 
years. He also foresaw vastly increased 


Gen. Sarnoff predicted 


color television within the 
use of nuclear and solar energy, the 
farming of oceans, control of weather 
and the use of guided missiles to 
carry freight and mail. 

Meanwhile, ahead in 1981, RCA and 
NBC press departments are hard into 
the weekend Thursday getting ready 
for next Monday’s event at Princeton. 
On that day reporters and editors will 
be whisked to the 


one-track, atomic-controlled commuter 


laboratories via 


projectile for history’s first transcon- 


tinental color tv press conference, 
with the London Corps standing by in 
BBC studios. 

Following the conference, there will 
be dinner at the Princeton Inn with 


genuine KC steak and real coffee. 


FAST-GROWING DAYTIME. The 

daytime audience is growing at a much 

faster pace than the rest of television, 
(Continued on page 31) 
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WABC-TV 
Is 
NEW YORK 


More and more, WABC-TV is 
reflecting New Yorkers’ habits 
and needs. It is an integral part 
of a complex living pattern 

that encompasses cliffdwellers 


and suburbanttes. 


Paced at a level that reflects 
the potent ascendancy of 

the network, WABC-TV is an 
entertainment and sales- 
producing medium that truly 


is New York in every way. 





Channel 7 
WABC.-TV, New York WBKB, Chicago WXYZ-TV, Detroit 
KABC.-TV, Los Angeles KGO-TV, San Francisco 


Owned and operated by the 
American Broadcasting Company 

















News (Continued from page 29) 


and this growth is tending to speed up 
rather than lag as 1956 progresses, ac- 
cording to studies just completed by 
the Television Bureau of Advertising 
on the basis of Nielsen total-audience 
reports. 

The study of network-program audi- 
ences compares 1955 with 1956. That 
for January through June shows: 


rating homes % change 


(add 000) 

average evening 
program 

1955 (138) 22.1% 6100 

1956 (135) 22.9 7194 +18% 
average week-day 
daytime program 

1955 (48) 8.7 2362 

1956 (50) 9.0 2823 +20 
average week-end 
daytime program 

1955 (19) 14.4 3489 

1956 (18) 15.2 4301 +23 


(number of programs 
is shown in parenthesis) 


The study for January through July: 


rating homes % change 


(add 000) 

average evening 
program 

1955 (137) 21.2% 5864 

1956 (134) 22.1 6954 +19% 
average week-day 
daytime program 

1955 (47) 8.3 2288 

1956 (49) 8.7 2743 +20 
average week-end 
daytime program 

1955 (18) 13.9 3348 

1956 (17) 14.8 4153 +24 


The study for January through Auv- 
gust: 


rating homes % change 


(add 000) 

average evening 
program 

1955 (134) 20.8% 5755 

1956 (131) 21.5 6790 +18% 
average week-day 
daytime program 

1955 (46) 8.1 2233 

1956 (49) 8.5 2703 +21 
average week-end 
daytime program 

1955 (18) 13.6 3285 

1956 (17) 14.5 4053 +23 


A study of these audiences shows 
that while the growth in interest in the 
average evening program is 18 per 
cent, the growth in interest in the 
average week-day daytime program is 
20 to 21 per cent, with the audience 
for daytime increasing in comparative 
size as the year progresses. 





RCA’s noiseless electronic refrigerator 
with no moving parts. 


The average week-end daytime pro- 
gram has an even greater record of 
growth. The study from January 
through July shows that while the per- 
centage of change in the average net- 
work evening program was 19 per 
cent, the percentage for week-end 
daytime programs was 24 per cent. 
The comparison for the January 
through August chart shows the same 
percentage difference. 


year and a half. 

With the use of an electronic brain 
developed by IBM, a new tv-advertis- 
ing information center called Televic 
is being established by TvB. This 
new service will be available to any- 
one—advertisers and their agencies, 
station people, representatives, mem- 
bers and non-members. It will get 
underway when IBM delivers its 305 
Ramac (random accessory memory 
accounting machine) to TvB in about 
18 months. 

Members of the TvB staff will attend 
a special IBM school to learn how 
to operate the new machine, although 
a TvB spokesman said he thought one 
person could control the operation 
because of Ramac’s handling ease. 
The rental of Ramac will cost TvB 
about $38,400 a year, and once in 
operation the need for the present 
files of information will probably be 
eliminated. 


DATA FED IN. Ramac is based on 
the principle of continuous account- 
ing, with all data fed into it for 
recording. New information is stored 
in the machine’s vast memory as soon 
as it becomes available. 





This is the way TvB’s new RAMAC (Random Access Memory Accounting Ma- 
chine) will look when it is installed next year. 


INFORMATION CENTER. To pro- 
vide information and data on any 
conceivable facet of television adver- 
tising at the press of a button and 
in a matter of seconds, obviating 
time-wasting poring through volumi- 
nous files, is a goal of the Television 
Bureau of Advertising that will be- 
come a practical reality in about a 


Oliver Treyz, president of TvB, 
explained briefly the operation of 
Televic: 

“With the establishment of this 
unique center, an advertiser or a client 
will be able—by mail or phone—to 
obtain comprehensive data on the 
medium. For example, an advertising 


(Continued on page 68) 
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KMTV GETS 


Above—Union Stockyards President Harry B. Coffee, 
right, guides KMTV Farm Director Dick Robertson 
on tour of the yards. 


Left — Farm Director Robertson 
interviews US. Secretary of 
Agriculture Ezra Taft Benson. 


Farm News—Your Key to KMTV's 
$1,276,812,000 Farm Treasure Chest! 


News, farm news, is the key that will unlock a gross farm income 
of $1,276,812,000 in KMTV’s multi-state market area. 


Whether local or national events or personalities play the lead, 
KMTV’s Farm Director Dick Robertson is on hand to cover agri- 
cultural news for viewers in the heart of one of the world’s richest 
farm regions. 


Midwest farmers and stockmen rely on KMTV, in Omaha, the 
world’s largest livestock center, for daily up-to-the-minute weather, 
farm and market news. Dick’s top-rated “Noon Edition,” and his 
weekly “KMTV Goes Farming,” deliver a loyal, pre-sold viewing 
audience to you. 





Dick, who was raised on a farm and graduated from Oklahoma 


A & M, is well qualified to cover the news especially for the 441,- 
584 KMTV followers on the farms in the Channel 3 area. 


Follow the lead of other successful local and national advertisers. 
Use the key—cash in now on this treasure chest of over one-and-a- 
quarter billion dollars. Contact KMTV direct, or see Petry today. 


KMTV Market Data* 


Population ...........-- 1,536,900 
WU Memes ...cccccccccces 37 3.909 
ORES paccsiocesseuena 477,900 
Retail Sales ....... $1,7 6,560,900 
Buying Income ..... $2,236,230,000 


"Survey of Buying Power 


In Omaha, the place to be is Channel 3. 


COLOR 
TELEVISION 
CENTER 


CHANNEL 3 


MAY BROADCASTING CO. 





* 
. Edward Petry &_Co., Inc. 
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Television goe 


ural 


Number of sets 


in farm homes approaches city percentages 


n the talent roster of woop-rv Grand Rapids, 

Mich., there’s a rooster named Prince. Mon- 

days through Fridays at 6:45 a.m. Prince goes 

on camera and crows lustily right on cue to fan- 

fare Telefarm Visits, the station’s special offer- 
ing for the farm audience. 

This laude singer of the barnyard gone show 
business is emblematic of the sort of showman- 
ship that’s going into the more than 160 hours 
a week of farm programs on close to 100 stations 
across the nation. 

More than 160 hours a week piped at the 
rapidly expanding farm television audience— 
an audience that is making tv a primary pro- 


in many agricultural areas 


motion factor for reaching the $31.5-billion farm 
market. 

According to the government’s 1954 census of 
agriculture, a little more than a third of the na- 
tion’s farms had television at that time. This year 
better than half of the country’s 5,649,000 farm 
households are viewing-homes. 

The current figures were released in the Adver- 
tising Research Foundation’s National Survey of 
Television Sets in U. S. Households—February- 
March 1956. Based on Bureau of Census surveys, 
ARF’s study shows that the 10-per-cent increase 
in rural tv penetration since June 1955 is more 
rapid than either urban or rural non-farm growth. 
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There are 2,966,000 farm television 


households. Farm homes with more 


than one set bring the set count to 
3,011,000. In many of the denser farm 
areas tv penetration is up to 75 per 
cent, apace the national average. 

In time allotments and production 
ingenuity, farm programming has kept 
pace with the continued rapid expan- 
sion in farm viewing. 

The above - mentioned Telefarm 
Visits started three years ago as a 
once-a-week show on WOOD-TV. For the 
past two years it’s been daily. Prince, 
the strutting example of creative pro- 
duction, doesn’t exactly trumpet in the 
show on his own. He’s kept in a dark 
box till 15 seconds before he goes on 
camera. When he hits the studio light- 
ing, he bugles away in natural sunrise 
fashion. There’s not much hayseed 
around the farm sets. 

No better evidence of this is the 


Shooting horses on the WAVE-TV farm. 





rural programming spectacular called 
Farm, which originates from WAVE- 
TV’s own acreage and buildings near 
Louisville. 

Planning for this hour-long Satur- 
day show began early in 1954. In the 
station’s 80-county coverage area the 
1950 census showed there were more 
than 154,000 farms (farm population: 
632,000). Tv-distributor surveys indi- 
cated more than 84,000 sets in area 
farm homes. Clearly there was a large 
audience to be reached with special 
programming of interest and import- 
ance. 


Trend in Farm Programs 


The current trend in farm program- 
ming, to make it entertaining and of 
interest to a broad audience, was 
sighted early by wAve-tv. It was felt 
that city dwellers, suburbanites and 
small-town residents could be inter- 


& 
“m* 


WFBM-Tv farm director Harry Martin 
on the Purina set. 


+e NIN CHV 
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ested im Farm. Many of them came 
from farms, and many had financial 
interest in farms, or hoped some day 
to own a farm. 

Planning called for a show that would 
be authentic—that would originate 
from an actual farm so that develop- 
ment of crops and livestock could be 
traced week by week. And it should 
have showmanship so that it would 
appeal to as wide an audience as 
possible. 

WAVE-TV hired Mr. Shirley Ander- 
son, who for 33 years had been a Ken- 
tucky agricultural agent, known and 
respected by farmers in all of Ken- 
tucky and southern Indiana. A 350- 
acre farm near Worthington was pur- 
chased. Engineers worked out the 
problem of a 13-mile remote pickup 
and Farm was close to its premiere. 

Once on the air, every trick and 
gimmick in the production book was 








Temperamental talent with wcau-tv’s Bill Bennett. 


trotted out to make the show visually 
entertaining. While the majority of 
material was authentic stuff designed 
for a farm audience, a good deal of 
it had a general slant. For example, 
shots of show horses, baby lambs, 
calves and young pigs had appeal for 
city adults and kids alike. 


Basically for Farmers 


But basically the program material 
deals with categories of interest to 
farmers: soils, machinery, buildings, 
fertilizers, chemicals, livestock, crops, 
feed and farm living. Authenticity is 
established by televising what the farm 
manager actually is doing on his farm 
that 

Last year Farm was selected by 
NBC-TV as the location for its 4ome 
show in a half-hour salute to the first 
day of spring. 

Sponsor response has been excellent. 


week. 


Farm went on the air with one adver- 
tiser, now has four: Purina, Reynolds 
Metals, International 
Kentucky Farm Implement Co. 

The pull of farm programming is 


Harvester and 


demonstrated in surveys, in mail tests 
conducted by several stations—and in 
sponsor loyalty. 

The first line of proof for WFBM-TV 
Indianapolis is six consecutive years 
of sponsorship by Ralston-Purina on 
Market and Weather Reports, a daily 
ten-minute farm show at noon. Under- 
writing this solid sponsor response are 
market facts. Tonnage sales of live- 
stock feeds in the WFBM-TV area have 
shown far greater increases than in 
non-tv areas. In one year, compared 
with the previous 12 months, tonnage 
sales increased 43.7 per cent in the 
tv area, against a 17-per-cent increase 
outside the station’s coverage. 

At a recent sponsor sales meeting, 


the central division manager reported 
that four Purina salesmen in his divi- 
and 
Ohio) 
made their feed-sales quotas. All four 


sion (which includes Indiana 


several counties in western 


were within the station’s coverage 
area. 

The pulling power of WFBM-Tv’s 
farm news and weather roundup is il- 
lustrated by a one-minute Purina an- 
nouncement that offered mail-box flags 
to the first 100 viewers responding. 
The offer drew 2,606 requests. The 
first 100 requests were postmarked 
before 2 p.m. the day of the broadcast, 
less than two hours after the announce- 
ment was made. 

A good part of the show’s success 
emanates from emcee Harry Martin’s 
off-the-air activities. He films dealer 
demonstrations for use on the show, 
also attends dealer functions in the 


(Continued on page 36) 


For complete listing of Television Farm Directors. se: page 
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Farm (Continued from page 35) 


station’s area. Recent personal appear- 
ances include an open house at the 
Gwynneville Feed & Supply Co., a 
Purina dealer in Gwynneville, Ind., 
and a similar affair at a dealer store 
in Peru, Ind. 

On a recent tour, Mr. Martin filmed 
a herd of steers which Purina has on 
a feeding test and demonstration at the 
Indianapolis stockyards. 

A similar show, but scheduled in the 
early morning, is WWJ-Tv’s Today's 
Farm Report (6:50 to 7 a.m.). Emceed 
and produced by farm editor John 
Merrifield, the show includes location 
films of farm events throughout Mich- 
igan and northern Indiana and Ohio. 
There is also footage covering national 
farm events, such as the International 
Livestock Show, the International 
Dairy Cattle Show, the national plow- 


a 


ing matches and happenings at Mich- 
igan State University, Purdue, Ohio 
State and the Agricultural Experiment 
Station at Beltsville, Md. on the De- 
troit station’s show. 

Live portions of the show include 

interviews with farmers, farm busi- 
ness men and other farm leaders, mar- 
ket news and a complete weather re- 
port. . 
In a recent test, five 30-second an- 
nouncements were telecast in one week, 
offering two packs of seeds. The offer 
drew more than 1,600 replies. 

Obviously, the two successful farm 
shows described above go in for the 
flexibility, wide coverage and pat pro- 
gramming that film provides. At the 
same time, WKOW-TvV Madison, Wis., 
concentrates on live presentations and 
gets favorable response with a tele- 
phone survey. 

“Of all types of feature material 


Field day for KENsS-Tv’s Bill Shomette. 





used,” says a station official, “we have 
found that the live presentation creates 
the most interest and response. Our 
programming will therefore continue 
to aim in that direction.” 


Market Information 


Today's Farm and Home is the title 
of WKOW-TV’s noon-to-12:30 p.m. show 
Monday through Friday. The show’s 
opening is a preview of the day’s main 
feature by farm director Roy Gum- 
tow. Local and national news follows, 
with a roundup of livestock market in- 
formation sponsored by Oscar Mayer 
& Co. A ten-to-12-minute feature is 
next. On three days a week it’s di- 
vided between agriculture and home- 
making. On the other two days it’s 
exclusively farm feature material. 
Typical segments might be on insect 
control, fertilizer demonstrations, ma- 
chinery use, a demonstration with 








Kids, a prize winner and WISN-TV 
at the fair. 








KOTvs Bob Thomas takes to the 


back roads. 





animals or on bee keeping. 

Murphy’s Feeds sponsors the five- 
minute weathercast at the show’s end. 
Information of special interest to 
farmers is covered, such as three and 
seven-day forecasts, sub-soil moisture 
reports and black frost predictions. 

The show is slanted at the 36,400 
farm homes in 15 Wisconsin farm 
counties. A national dairy center, the 
ten southern counties covered by 
Madison tv have close to 600,000 dairy 
cows and heifers. Annual average in- 
come per farm is close to $8,000. 

A recent phone survey of 500 Dane 
County farms indicates that three out 
of four have television (apace the 
national average). Dane County, of 
which Madison is the county seat, is 
second in the nation in dairy income, 
according to the Wisconsin Depart- 
ment of Agriculture. 

Thirty-one per cent of those polled 


were watching the show three times a 
week, 35 per cent viewed during live- 
stock sales, 12 per cent were watching 
channel 27 when called. 

Another noon farm show, this one 
on WFMy-Tv Greensboro, N. C., gets 
solid sponsor reaction. Called RFD 
Piedmont, the show has an established 
program pattern for each day: Mon- 
day, discussion of current farm issues; 
Tuesday, home and farm agents from 
the county extension service with sea- 
sonal farm topics; Wednesday, faculty 
members or extension workers from 
A&T College, the largest Negro agri- 
cultural college in the country. Thurs- 
day and Friday formats repeat Mon- 
day and Tuesday’s program outline. 


Helps Tobacco Market 


One of the show’s four sponsors is 
the Danville Tobacco Market. Says 
Charles Waddell, sales supervisor of 








Patient star and friends on the woBJ-tv Roanoke farm set. 


the market, “Prior to starting on RFD 
Piedmont, our sales were in the neigh- 
borhood of 60-millions tonnage. Since 
going on the program they’re well over 
70 million. Truly, I consider these 
results phenomenal.” 

In west Texas the early night hours 
are popular with farmers and profita- 
ble for KBst-Tv Big Spring and spon- 
sor Cosden Petroleum. The show 
Weather Window, weekdays from 6 
to 6:15 p.m., is built around the per- 
sonality of Bruce Frazier, Cosden’s 
farm reporter. The Cosden Petroleum 
Corp. is a local firm that refines and 
markets petroleum products, process- 
ing 25,000 barrels of crude a day. Be- 
sides chemical manufacturing and 
other production outputs, the refinery 
supplies jet fuel for trainers at Webb 
Air Force Base in Big Spring, jet fuel 
for B-47 bombers at Abilene SAC Air 


(Continued on page 46) 
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F arm-equipment manufacturers and 
their dealers offer an almost un- 
touched market to television. 

Because the nation’s farm families 
lagged behind city dwellers in their 
purchase of television receivers, it was 
not until this year that many farm- 
equipment firms seriously considered 
tv as an advertising medium. 

But that picture is showing signs of 
changing. With more than half of the 
farms in the country now television- 
equipped, and with the percentage 
running much higher in the richer 
farming areas of the midwest, farm- 
equipment dealers are finding that 
television now offers them many ad- 
vantages which they do not enjoy in 
any other medium. 

First in value, of course, is the ad- 
vantage of visual demonstration, which 
is so important in machinery of this 
type and which is offered only by tele- 
vision. A plow or a tractor can be 
shown in use to thousands of farmers 
with a single demonstration on tele- 
vision. The only satisfactory alterna- 
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Dealers, manufacturers find television advertising 


tive is for the salesman to show it to 
one or two individuals at a time. A 
salesman can spend an entire summer 
staging demonstrations without reach- 
ing as many prospects as can be in- 
terested by one television program. The 
advantages of an improved silo or a 
new type of fencing can be illustrated 
as well as explained to a mass audience 
on the 21-inch screen. 
Big Business 

The farm-equipment business is an 
important one in the United States, 
although the number of dealers and 
manufacturers is relatively small. The 
U. S. Department of Commerce reports 
that the inventory of farm-equipment 
dealers in 1955 came to $914.8 million. 
In 1954 this total was considerably 
smaller, $845.1 million. When it is 
noted that this figure is more than 
double the inventory of the television- 
active household-appliance dealers for 
the same period it is easier to realize 
the important advertising potential 
which the farm-equipment industry 
represents. 


Several truck and tractor manufac- 
turers are regular users of television, 
usually in cooperation with their auto- 
mobile divisions. But there has been 
little effort by any of these divisions 
to use tv as a major advertising 
medium. 

W. T. Murphy, assistant general 
sales manager for advertising and 
sales promotion for the Ford Motor 
Co.’s Tractor and Implement Division, 
says: “Our experience in tv has been 
so limited that we hesitate to express 
any general observations. We have 
conducted a number of television tests 
in several market areas, but they have 
proved inconclusive, in my opinion. 
Ford Tractor dealers have used tv 
locally, and some have reported satis- 
factory results, others otherwise.” 

In the second quarter of 1956, Ford 
tractor dealers used television cam- 
paigns on WwpDBO-Tv Orlando, wcTv 
Thomasville, Ga., KHPL-Tv Hayes 
Center, Neb., wsFa-Tv Montgomery, 
KHOL-TV Holdrege, KTvH Wichita, 
KFDM-Tvy Beaumont, KFJZ-TV Ft. 
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Farm 


implements 


and 








machinery 


increasingly desirable as more and more farm families buy sets 


Worth, woat-tv San Antonio and 
WTMJ-Tv Milwaukee. Other stations 
have been used in earlier campaigns 
for both Ford products. 

International Harvester Co. has had 
more television experience than most 
farm-machinery firms and at one time 
was a major investor in network pro- 
grams. The company co-sponsored The 
Halls of Ivy on CBS-TV in 1954 and 
1955, primarily for its refrigeration 
business. This has since been sold to 
Whirlpool Seeger, with the advertising, 
of course, tied in with their overall 
campaign. Since a large number of 
Internationa! Harvester’s farm-equip- 
ment dealers carried the refrigeration 
line, the network advertising had a 
favorable effect on their implement 
business. 


Harvester Commercials 


Some commercials were used on The 
Halls of Ivy for the International Har- 
vester Co. line of motor trucks, but 
most of these were directed to urban 
prospects because of the more limited 


rural television-set ownership at that 
time. 

According to W. O. Maxwell, man- 
ager of the Consumer Relations De- 
partment for International, “our future 
plans are simply a continuation of our 
present practice of supplying effective 
television commercials to our retail 
dealers for incorporation in any local 
programs they may sponsor.” 

International Harvester motor truck 
dealers are offered nine basic film com- 
mercials by the company in either 
50-second or 15-second lengths. The 
shorter commercial is an edited ver- 
sion of the longer. Dealers interested 
in television commercials on the trucks 
are furnished this material free of 
charge by International. If a dealer 
buys local tv time as much as 100 
per cent of the motor truck portion of 
the program:is eligible under the com- 
pany’s cooperative plan if funds are 
available in his account. 

Both 45-second and 15-second tv 
commercials are available for almost 
all of the major farm equipment 


manufactured by International. Sev- 
eral film commercials are available for 
the Farmall tractor line. In addition 
the company supplies scripts for live 
spots on some of the new developments, 
such as power steering. 

Company executives report that 
commercials average to appear on 
from 15 to 20 stations a month, mostly 
in areas with an especially high per- 
centage of rural television set owners. 


Stations Used 


Stations on which dealers are using 
these International Harvester Co. com- 
mercials on their own programs in- 
clude, during the second 
WGEM-TV Quincy, KHPL-TV Hayes Cen- 
ter, KHOL-TV KOSA-TV 
Odessa, wNcT Greenville, N. C., KDKA- 
tv Pittsburgh, KKTv Colorado Springs- 
Pueblo, wspoc-Tv Salisbury, KFBB-TV 
Great Falls and wstw Florence. 

Allis-Chalmers, an important com- 


quarter: 


Holdrege, 


pany in the farm-implement and equip- 
ment field, has used some television. 
(Continued on page 58) 
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Honest Abe and the hard sell 





Dwight Arthur is the pseudonym of 
a copy writer at one of the nation’s 
| largest agencies, whose real name, for 
obvious reasons, will not be revealed. 
| This is his imagined account of what 
| might have happened had Lincoln 
| been accompanied to Gettysburg by 
his ad-viziers. Dwight Arthur, and the 
Editors, dedicate this foible to all 
communications-conscious candidates. 
_—— 


Scene: The Presidential railway car, 
put up at a siding near Gettysburg, Pa. 
Time: A couple of hours before speech 
time, Nov. 19, 1863. 

Cast: Honest Abe, the President of a 
country. 

Forays Flannel, v.p. and a.e on tv. 
Huck Flack, copy chief, Flack and 
Flannel, Washington, D.C., 15-per-cent 
and P.R. shop. 

(As the curtain rises, Huck Flack 
cashes in his pre-prandial Martini and 
looks down the corridor at the closed 
curtain of the President's compart- 
ment. ) 


Flack: Just for what it’s worth, I don’t 
see why he didn’t buy that last piece of 
copy I ghosted! I thought it was right 
on target! 

Flannel: You writers are all alike. Go 
to pieces when the client blue-pencils 
one of your precious golden phrases. 
Frankly, Huck, that draft didn’t give 
me any nourishment at all. I feel if 
you'd run it through the typewriter 
just once more . . . get some more 
hard sell in there. . . . 

Flack: Hard sell!! But every sen- 
tence ended with an exclamation point! 
You can’t sell harder than that! 


Flannel: There’s a lot of merit in what 
you say but...sssh ... here he comes. 
Let me do the talking. 

Flack: Vil play it by ear! 

Flannel: Braille is also good, 

Abe: Good morning, gentlemen. I’ve 
been up since five working on the 
address and I must say I feel I’ve got 
it just right. 

Flannel: Well then, let’s up-periscope 
and have a look around. 

Flack: The ball’s in your court, Mr. 
President! Kick it off! 


Abe: You'll forgive the envelope, but 
it was the last piece of paper available. 
(Pause) It begins, “Four score and 
seven years ago...” 

Flannel: Hold it right there, Abe. We 
need a bigger opening. More visual 
excitement. Got to really hook the 
audience in this campaign test market. 
Flack: Confusing, too, with all those 
numbers! You shouldn’t say “four 
score” and then ‘ 
specific! Lay it on the line! Okay 
now, take it from “Eighty-seven years 


“seven” .. be 


AS a 
bee Fy és 
on this continent a new nation. . .” 
Flack: Make that “new . . . 
nation!” A little force-feeding to beef 
it up! 

Flannel: Good thinking, Huck . . . er, 


go on, Abe. 


our fathers brought forth 


improved 


Abe: “. . . conceived in liberty and 
dedicated to the proposition . . .” 
Flannel: That last word has four 


syllables; remember our audience level. 
Plus the unfortunate ...uh.. 
tation. After all, we want this address 


- conno- 


BY DWIGHT ARTHUR 


to be in perfectly good taste all the 


way down the line. Please continue. 


Abe: “ 


equal.” 


. that all men are created 


Flack: (sotto voice) The adverb would 
be “equally!” 

(behind his hand) Chalk it 
up to another backwoods client, Huck. 


Flannel: 


Change it later. 

Abe: “Now we are engaged in a great 
civil war, testing whether that nation or 
any nation so conceived and so dedi- 
cated can long endure.” 

Flack: 
that’s a little repetitious, Mr. President. 
Flannel: 


thing it would pre-test in New Bruns- 


It may be lint-picking, but 


It really sings, though. | 
wick. 

Flack: Well, yes, the other side of the 
coin holds that repetition is a ground 
rule of thumb! 
Flannel: Vil buy 
Staples’ first “Staples of Coincidental 
Recall.” You see, Abe, 


getting down to the 


that. It’s one of 


now that we’re 
short strokes, 
we’re after motivation. 

Flack: In depth! 

Flannel: What comes next? 

Abe: “. . . We are met on a great 
battlefield of that war. We have come 
to dedicate a portion of that field as a 
final resting place for those who here 
gave their lives that that nation might 


live.” 
Flack: “Those who here?” .. . “that 
that?” . . . Mister President! 


Flannel: Grammatize that, Huck. Oh, 
you're getting this all down, aren’t 
you? 


(Continued on page 45) 


October 22, 1956 Television Age 


41 








Tv news is big news 
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Newspaper television sections rate high in reader interest. Pulse finds 


iT hat Price Radio-Tv?” asks a 

headline in a recent issué 
of Editor & Publisher, clarion of the 
fourth estate. 

“Billion $ in Free Space,” answers 
the second line of the same head—the 
contention being that a measure of 20 
newspapers alone shows that broad- 
cast logs and news in one year burn 
up $10,692,496.36 worth of space at 
the going ad rates. 

There is no mention of how many 
of the 20 papers are affiliated with 
broadcast outlets, no mention of ac- 
companying paid program-promotion 
ads (not to mention tv-receiver linage) , 
nor any word on plain news value, 
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reader interest and consequent circula- 
tion gains. 

A recent Pulse survey of 1,000 New 
York tv viewers, done especially for 
TELEVISION AGE, fills some of the gaps 
in the E&P article—in fact, indicates 





QUESTION 1: “Do you regularly 
read the special columns in your 
daily newspaper which are de- 
voted to news and reviews of 
television programs.” 


Yes 698 69.8% 
No 302 = 30.2 


Total respondents 1000 100. 











that, in a competitive news situation 
at least, thorough tv coverage is im- 
perative. 

In New York, seven daily news- 
papers have a total of 42 employes 
working on broadcast coverage exclu- 
sively. Following is a run-down on the 
newspapers, with their television-radio 
staffs: 

A.M.’s 

Herald Tribune—Complete daily log 
for all seven channels. Colorcasts in- 
dicated. Special list of day’s highlights, 
with brief descriptions. Sunday insert 
(TV Guide format-size) with full 
week’s schedules, columns and features. 
Staff of 13. Two daily columnists. 











QUESTION 2: (If “No”) “Why 
not? Do any of these reasons ap- 
ply—if not, tell me why?” 


The daily news- 

paper I read 

doesn’t have a 

special tv column — — 


I’m not interested 
in these tv columns 139 46.0% 


I don’t like the 


columns in my 

newspaper 9 30 
Get TV Guide 49 16.2 
Have no time 67 22.2 
Sometimes I do 

read them m= 
Miscellaneous ll 3.6 
No particular 

reason 33 10.9 


Total responses 319 105.6* 


Total respondents 
who regularly read 











tv columns 302 
*Total over 100% because of multiple 
responses. 

Times—Complete daily log. Color 


noted. Special section for day’s high- 
lights. Full week’s listings on Sunday. 
Staff of eight. Daily criticisms and 
column of broadcast news. 


News—Complete daily log. Color 
noted. Highlights described. Full week’s 
listing on Sunday (started last month) . 
Seven-man department. Daily column. 


Mirror—Daily log (5 p.m. to sign-off). 
Full-day schedules on Sunday and com- 
ing week’s highlights in Sunday edi- 
tion. Special box for colorcasts. Staff 
of two. 


P.M.’s 

Journal-American—Complete daily log. 
Color noted. Highlights described. Full 
week’s listings Sunday, along with 
special sections for children’s shows 
and colorcasts. Staff of five. Daily 
column. 


Post—Daily lists. Color noted. High- 
lights described. Saturday magazine 
carries week’s highlights. Staff of two. 
Daily column. 


World-Telegram & Sun—Complete 
daily log. Color noted. Highlights de- 
scribed. Week’s log in Saturday maga- 


zine. Staff of five. Two daily columns. 

The television columns in these 
newspapers are regularly read by 70 
per cent of the tv audience. (See 
question 1). 

Close to 700 of the 1,000 respondents 
answered that they regularly read the 
special columns in daily papers devoted 
to news and reviews of tv shows. Of 
the 30.2 per cent who said they didn’t 
regularly read the tv columns, 3.6 per 
cent said they were sometime readers. 


No Time to Read 


Several non-readers (question 2) 
used the excuse that they have no 
time—2z2 per cent. Another 16 per cent 
get their tv information from TV 
Guide. Forty-six per cent just aren’t 
interested. 

Two-thirds of the regular readers 
seem to be satisfied with the tv cover- 
age in their papers (see question 3). 
Still a little more than 17 per cent feel 
there is not enough video news. 


Although the most popular features 
of tv coverage are advance information 
on new programs and advance reviews 
of upcoming feature films, the news- 
paper critics have a substantial follow- 


ing. 
Watch the Reviews 


Question 4A asked viewer-readers 
if new-show reviews affected watching 
(“. . .Have you watched or avoided a 
show because of the review it received 
in your newspaper?”). More than a 
third answered in the affirmative. And 
of those who said “yes,” more than 50 
per cent are influenced occasionally, 
more than 25 per cent fairly often, 
and a little more than 15 per cent 
regularly. 

What the reader-viewers want in 
newspaper coverage is highlighted in 
question 5. More than 60 per cent 
desire advance information about new 
shows. Fifty-eight per cent want the 
same rundown on coming feature films. 





to television?” 


read regularly 


Enough 542 = 77.6% 
Not enough 133 19.1 
Too much 16 2.3 
Don’t know 7 1.0 
Total respondents 698 100. 


QUESTION 3: “Jn your opinion, do the newapapers you read devote enough 
space, not enough space or too much space to news and reviews relating 


do not read 


regularly total 
191 63.3% 733 «73.3% 
39 §612.9 172 172 
30 9.9 46 4.6 
42 13.9 49 4.9 
302 100. 1000 100. 








quesTION 4A: (If “Yes” to Q. 1) 
“Have the reviews of new tele- 
vision programs affected your 
viewing of these programs—that 
is, have you watched a program 
or avoided watching a program 
because of the review it received 
in your newspaper?” 


Yes 254 36.4% 
No 444 63.6 
Total respondents 


who regularly read 
tv columns 698 100. 


QUESTION 4B: (If “Yes”) “Would 
you say that this occurs: 








Occasionally 145 57.1% 
Fairly often 70 3=27.5 
Regularly 39 = 15.4 
Total respondents 

‘ affected by news- 

. paper reviews 254 100. 





This, the second highest interest 
category revealed by the survey, seems 
a hearty endorsement of movies. 

Reviews of one-shots, spectaculars, 
etc., are favored by 48.4 per cent, 
regular show reviews by just over 35 
per cent. 

Fan stuff—news about performers 
has a following of 38 per cent. 

There seems to be slight call for 
information in special fields. Less than 
2 per cent of the viewer-readers would 
about 
slight 


more 


care to have more information 
children’s shows. A_ similarly 
percentage cares about seeing 
sports-tv coverage, most viewers possi- 
bly relying on sports pages for inter- 
pretation and for listings of tv 
(some New York papers box tv sports 


coverage in sports sections) . 


times 


(Continued on page 46) 
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Real estate venture attracts audiences, business for WCOV-TV Montgomery 


F or 14 weeks the cameras of wcov- 

Tv Montgomery, Ala., a uhf out- 
let, carefully cased the building of a 
$35,000 dream house, bringing view- 
ers a daily, detailed report of the con- 
struction work in progress. 

A local contractor was building the 
house at cost. A flock of Montgomery 
sub-contractors and dealers joined in, 
spending an amount with the station 
in commercials equivalent to the sum 
of their contract bids. 

From bulldozing the foundation to 
the open house that attracted 10,000 
wishful visitors, the whole affair turned 
out to be a dream promotion for wcov- 
TV. 

Here’s how it happened: 

The station, which has been on the 
air since April 1953 and which is 
bucking a v in the market, owned a 
lot in a new sub-division of Mont- 
gomery. With an eye to successful 
home-building shows in other locales, 
WCOv-TV officials outlined their dream- 
house plans to Jehle Bros., local con- 
tractors. The proposition was that the 
firm would act as general contractor 
on a cost basis. Credit would be given 
on each show. Publicity would he 
worth more than the profit from build- 
ing a single home. Jehle Bros. gave 
the nod. 

The station reserved the right to 
contact all sub-contractors and sup- 
pliers. On the commercials-for-con- 
tract-price trade-off, the station lined 
up wiring and fixtures, plumbing and 
heating, bathroom fixtures, concrete 
for slab foundation, carport and walk- 
ways, millwork, Weldwood paneling 
for the den, bathroom and entrance 


Dream house 





tiles, and a ceramic tile floor for the 
den. 

A local hardware distributor fur- 
nished the home appliances, including 
refrigerator, range, disposal unit, metal 
kitchen and laundry equipment. For 
these, ad credits were handed out to 
the distributor’s dealers. 

A Montgomery department store fur- 
nished wall-to-wall carpeting through- 
out and custom-made draperies. The 
store also did the interior decorating. 

A landscaping firm and a nursery 
completely landscaped the lot, pro- 
viding shrubs and flowers before the 
open-house celebration. 

During the week of open house, the 
department store completely furnished 
the home. 

The first 2,500 visitors out of the 
10,000 who viewed the place first-hand 
during open house received elaborate 
brochures. They contained a floor-plan 





of the house and a detailed description 
of all the modern convenience features. 
Besides the half-hour 


show each building day, a wcov-Tv 


on-location 


photographer would shoot throughout 
each week, compiling a 16mm film 
story of progress. The film was edited 
into a Sunday wrap-up show. 

Daily programs, handled by station 
manager Hugh Smith and women’s di- 
rector Martha Hall, included interviews 
with suppliers and contractors, as well 
as with officials of the VA loan depart- 
ment, the FHA, attorneys, who dis- 
cussed the legal aspects of buying and 
building, insurance experts and so on. 

Every participant, says the station, 
was satisfied with the promotion. 

Dream finis: The station sold the 
house at a bargain, but for consider- 
able profit. To whom? Meet a most 
happy new home owner—station man- 
ager Hugh Smith. 


Manager Smith inspects a built-in oven 








Abe 


Flack: \’m taking mental notes! It’s 
jelling! 

Flannel: Now mind you, this isn’t copy; 
you understand I’m no writer; I leave 
that to you experts . . . but just think- 
ing out loud, how about—“We are 
gathered here on this auspicious occa- 
sion, etc., and so forth.” Carry on from 
there, and match it up with video. 
Abe: “. . . It is altogether fitting and 
proper that we should do this. But 
in a larger sense we cannot dedicate, 
we cannot consecrate, we cannot hailow 
this ground.” 

Flack: That triple construction really 
builds! 


(Continued from page 41) 


Flannel: You’ve done it again, Abe! 
That’s the kind of copy that plays back. 
Flack: How do you top that for sheer 
reason—why! 

Abe: “. .. The brave men, living and 
dead, who struggled here, have con- 
secrated it far above our poor power to 
add or detract.” 

Flannel: Can we say “the brave free 
men”? 
independent statisticates, 
graph-wise, the pulling power of the 
word “free.” 

Flack: Let me mother-hen that for a 
while and see what hatches! 

Abe: “The world will little note, nor 
long remember, what we say here, but 
it can never forget what they did here. 
It is for us, the living, rather, to be 
dedicated here to the unfinished work 
which they who fought here have thus 
far so nobly advanced.” 

Flack: 1 think we know what you're 
trying to say, Mr. President, but will it 
get through to the viewers? 

Flannel: Nothing personal, Abe. Beau- 
tiful language, actually, but we'll have 
to terse it up a bit, cut some of the 
padding. 

Flack: \t needs more of the “you” 
angle: consumer benefits. What we’re 
after is empathy! 

Abe: “. . . It is rather for us to be 
here dedicated to the great task re- 
maining before us, that from these 
honored dead we take increased devo- 
tion to that cause for which they gave 
the last full measure of devotion.” 
Flannel: Don’t hold much stock in one- 
man surveys, Abe, but my wife is 
infallible. She’d run right down to 
her favorite store for that one! . 
Tomorrow! 


. A recent survey by an 
researcher 





Shopping by Tv 

The day when homemakers 
may do their shopping by tele- 
vision is not far distant, in the 
opinion of Roy Campbell, west- 
ern-division executive vice pres- 
ident of Foote, Cone & Belding. 
At the tenth district meeting of 
the’ Advertising Federation of 
America in Houston he said: “It 
may be possible for a housewife 
to sit in her car in the parking 
lot of a supermarket, watch the 
display of brands on the tv 
screen, push a button for those 
she selects, and have her order 
automatically 
brought to the car.” 


assembled and 











Flack: (whispering to Flannel) The 
whole thing’s static! A turkey! We 
better get that ex-actor, Monty Roberts, 
down here to give him some stage busi- 
ness. That hand-on-the-lape! bit is 
strictly Channel “O.” 

Abe: “. . . that we here highly resolve 
that these dead shall not have died in 
vain; that this nation under God, shall 
have a new birth of freedom, and that 
government of the people, by the people 
and for the people, shall not perish 
from the earth.” . . . Well, gentlemen? 
Flack: You mean it’s over? That’s the 
whole ball of wax? 

Flannel: But, Abe, Edward Everett will 
be on for at least an hour. The code 
says you're entitled to equal time. 
Flack: Next year is elections, Mr. 
President! We have to concretize the 
party platform! 

Flannel: Our marketing strategy tells 
us that 1864 will belong to the team 
that plays its cards right. 

Flack: 1 think I’ve got it! Let me 
trial-balloon this baby right off the 
top of my head! 

Flannel: Run it up the flagpole, Huck, 
and we'll see who salutes. 

Flack: “It’s here! It’s new! It’s for 
you! Yes, now you can be the first to 
enjoy the wonderful, new, improved 
freedom of tomorrow! Miracle freedom 
of equality! You, along with Americans 
from coast-to-coast, have asked for it— 
and now, direct from Gettysburg, 
comes the wonder ingredient—U-8-1 
that makes it all possible . . .!” 
Flannel: Let me hitch-hike on that, 
Huck. Let’s spell out the name Gettys- 





burg. We don’t want any confusion. 
Flack: “Yes, from Gettysburg!— 
G-E-T-T-Y-S-B-U-R-G—the standard by 
which all others are judged, comes this 
sensational new idea! Now you can try 
this once-in-a-lifetime four-year plan, 
guaranteed to bring you success and 
happiness, fame and fortune! It’s good 
and so good for you, for everyone from 
six to 60, the one and only, world’s 
finest DEMOCRACY !” 

And the second paragraph—*Friends, 
this is no risk offer, absolutely free! 
Send no money! Simply mark your 
ballot in the square where you see the 
name Abraha .. . 
Flannel: A few word changes and that 
copy'll give off sparks. It’s just slightly 
out of focus... 


” 


remember, this is 
personality sell . . . get some of that 
“thanks - for-letting-me-come-into-your- 
living-room” flavor . . . 

(While Flack and Flannel become em- 
broiled in matters of policy, Honest 
Abe, President, walks toward the door. 
He is almost there before he is missed.) 
Flannel: Mr. President! 

Flack: Abe, we’ve got the concept! 
Listen to this! It’s BIG! 

Flannel: Bigger than boxtops! 

Abe: Gentlemen . . . “It is true that 
you may fool all of the people some of 
the time; you can even fool some of the 
people all of the time. But you can’t 
fool all of the people all of the time.” 





The Market 
The Power 
The Set-count 
The Facilities 
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for efficient 
sales in 
tobaccoland 
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Farm (Continued from page 37) 
Base and gasoline for B-36’s based at 
Carswell in Ft. Worth. 

Says the station, “When the farm 
reporter reaches for a can of Cosden’s 
upper-lube oil, or fondly pats a Mans- 
field tire, viewers don’t tag it as a 
cumbersome commercial, but assume 
that Frazier knows what he’s talking 
about in recommending Cosden prod- 
ucts.” 

Says the advertiser, “Results from 
Frazier’s show have been little short 
of phenomenal. The program is tre- 
mendous.” 

In one instance, in the neighboring 
small community of Stanton, a dealer’s 
sales of Cosden’s 10-W-30 motor oil 
increased from an average of less than 
a case a month to 30 cases a month 
after of plugging by 
Frazier. Throughout the KBST-TV cov- 
erage area drivers ask for “Bruce 


four weeks 


Frazier’s motor oil.” 
Junior College Teacher 


A farm and community leader, Mr. 
Frazier is a full-time teacher on the 
faculty of the Howard County Junior 
College (head of the agriculture and 
geology departments), a regular ob- 
server for the U. S. Weather Bureau, 
an entomologist for a local hospital, 
has a Sunday-school class, serves as 
advisor for various landscaping proj- 
ects, studies and collects meteors, con- 
ducts geological expeditions and has 
for the last two years handled a morn- 
ing radio show, called Farm News 
Roundup, from KBsT on a 110-station 
hookup. 

Between times, he maintains inter- 
est in five oil wells, decorates wedding 








Stories of 
ADVENTURE, 
GALLANTRY, 

TRIUMPH AND 
TRADITION! 


x & & 2.48 22% & 2 2.2 & 8 
Ziv's New Star-Spangled Rating Winner 


SEE PAGES 
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Tv News (Continued from page 43) 


Just a little over 3 per cent would 


like to have advance news on educa- 


tional programs. An educational chan- 
nel in New York, however, would 
undoubtedly step up both news cover- 
age and reader-viewer interest. 








Question 5: “Which of the following subjects would be of special interest 

to you in the TV columns of your newspaper?” 
Do not read 
Read regularly regularly Total 

Information about 
television performers 310 44.4% 70 23.2% 380 38.0% 
Advance information 
about new tv programs 468 67.1 146 = 48.3 614 614 
Reviews of tv programs 
which are telecast 
regularly 288 §=41.3 63 =. 20.9 1 35.1 
Reviews of special 
tv programs which are 
telecast only once (for 
example, spectaculars) 370 53.0 114 37.8 484 48.4 
Advance information 

and reviews of feature 
films to be seen on tv 439 63.0 144 47.7 583 58.3 
Other subjects 

More information about 
children’s programs 1] 1.6 7  & 18 1.8 
More information 
about sports 14 2.0 9 3.0 23 2.3 
Advance information 
on educational programs 23 3.3 9 3.0 32 3.2 
Miscellaneous 9 1.3 — — 9 9 
None 18 2.6 38 19.3 76 7.6 
Total responses 1950 279.7* 620 205.3* 2570 257.0* 
Total respondents 698 302 1000 

*Total over 100% because of multiple responses. 








cakes as a hobby—and still has some 
hours left over to spend with his five 
children. 

Another show with a personality is 
on KRGV-TV Weslaco, Tex. Slotted 
from 8:30 to 9 p.m. weekly, Charlie 
Rankin RFD gives farm news and 
farm features. Station farm director 
Charlie Rankin writes both the show 
and the commercials for sponsors 
Hayes Sammons Co., a local agricul- 
tural chemical concern, and Hercules 
Co., makers of technical 
Toxaphene (a cotton insecticide). 

Mr. Rankin, through Hayes Sam- 
mons Co., offered free to farmers, leaf- 
lets on cotton diseases and insects. 
Viewers had to pick up post cards at 
their dealers, fill them out and mail 
them. The entire supply of cards, 2,- 
500, was mailed in. 

Mainly in the more densely popu- 
lated areas east of the Mississippi are 
stations trying for the slants that will 


Powder 


appeal to both farm and urban 
families. ~ 

wcau-Tv Philadelphia presents The 
Pennsylvania Farm Reporter, a pro- 
gram for “rural and urban farmers 

. with equal appeal and information 
for the window-box proprietor, the 
back-yard vegetable grower and the 
thousand-acre farmer.” 

Scheduled from 6:30 to 7 p.m. Mon- 
day through Friday, the show is con- 
ducted by station farm director Wil- 
liam Bennett, in cooperation with the 
agricultural extension departments of 
Pennsylvania State and Rutgers Uni- 
versities. Each day’s show includes 
farm menus, weather, market reports 
and latest farming methods and new 
techniques. A food expert appears once 
a week to give the best food buys. 

“We feel that we bring the farmer 
invaluable information almost at the 
instant that it develops,” says Charles 


(Continued on page 48) 























The plans board retires into closed 
session « works up a preliminary 
program that runs into six figures - 
your medium is mentioned - 
a big contract hangs in the 
balance « the media director 
reaches for Standard Rate - 


and if you have a Service-Ad near your listing... 


ou are there 
S 


XN For the full story on the values 1,161 media get from thei: 
sw ; : 
\ 


Service-Ads, see Standard Rate’s own Service-Ad in the 


ANAS front of any edition of SRDS: or call a Standard Rate 
Service-Salesman. 
N. Y. C.— Murray Hill 9-6620 + CHI.—Hollycourt 5-2400 + L. A.— Dunkirk 2-8576 


Note: Six years of continuous research among advertisers and agen- 
cies has taught us that one of the most important uses of Service-Ads 
comes at. those times when conference room doors are locked, chal 
lenges and suggestions come thick and fast, and somebody has to 
come up with answers — fast. 











Farm (Continued from page 46) 


Vanda, wcau’s vice president in 
charge of tv. “And we have not for- 
gotten the urban farmer, either. The 
show is so diversified as to help them, 
too.” 

The 12-Noon Markets and News 
farm show on WREX-TV Rockford, IIl., 
has features slanted at both city and 
country viewers. Besides full market 
reports (grain and livestock), the show 
carries Charles Collingwood with na- 
tional and international news from 
CBS-TV, music by Foy Willing and 
the Riders of the Purple Sage, and 
regional and local news with emcee 
Les Davis, the station’s farm director. 

The market section of the show is 
sponsored by Murphy Products Co., 
Burlington, Wis., makers of Murphy’s 
livestock feeds. Every Murphy dealer 
in the WREX-TV area has reported sales 
at least doubled since the show spon- 
sorship began. 


Iowa Aggie Program 


On wor-tTv Ames, Ia., Dale Williams 
and Dallas McGinnis, members of the 
Iowa Agricultural Extension Staff, pre- 
sent a 7:30-to-8 p.m. show, Down to 
Earth, and Farm and Market Digest 
from 12:30 to 12:45 p.m. The latter, 
a daily show, is a straight farm pro- 
gram with films, interviews and farm 





WNCT PRIMARY CBS AFF 
Greenville, N. C. 


316,000 watts full time 
A. Hartwell Campbell, Gen. Mgr. 
George P. Hollingbery Co., Nat'l Rep. 
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Iowa Farm Tv 


Television-set owners in Iowa 
cities don’t have much of an edge 
on their country cousins. 

In a survey sample of the Des 
Moines Sunday Register’s half- 
a-million readers, 80.1 per cent 
of the farms had tv, while 85.9 
per cent of the city-and-town 
homes had sets. 

The recently released study is 
the newspaper’s fifth lowa Brand 
Inventory. 

Both city and farm viewing in 
Iowa is above the national aver- 
age of approximately 75 per 
cent. According to earlier brand 
studies, farm viewing has in- 
creased about ‘70 per cent since 
1951, 50 per cent since °53 and 
almost 30 per cent since 1954. 

Total farm families now using 
tv in lowa, according to the 


study, are 101,750. 











headlines. The former, a weekly pre- 
sentation (every Thursday), has topics 
selected for both farm and urban 
viewers. 

The Down-to-Earth title and format 
are also used by the North Dakota 
Agricultural College and Extension 
Service on KBMB-TV Bismarck. 

Noontime Edition, a daily 15-minute 
show on WSAV-TV Savannah, Ga., is 
beamed primarily to outlying areas. 
But, says the station, “the use of visual 
aids makes it possible to keep the 
farm market-report material very 
brief. News and weather information 
is handled in such a way as to give the 
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program a broad, general audience ap- 
peal, both urban and rural.” 

On wcxkt Miami there is a daily 
five-minute show which reports on cur- 
rent farm-product prices, but with in- 
terpretation in terms of retail prices 
to point out available bargains to 
housewives. Handled by Bill Bischoff, 
agriculture editor of the Miami News, 
the show is extended to a half-hour on 
Saturdays. The longer program has 
interviews with experts (including 
food editors) and debates on farm 
subjects affecting the general public. 
These can include such topics as price 
control of milk, high retail mark-ups 
on eggs and so on. 

wJac-Tv Johnstown, Pa., presents a 
15-minute Thursday show called 
Rural Review as a public service. Says 
program director Frank P. Cummins, 
“The show has been made diffused 
enough to appeal both to the farmer 
and city folks.” County agents emcee 
the segment, which is supervised by 
Pennsylvania State University. 


City-Country Slant 


Another public-service show with a 
city-country slant is the daily Across 
the Fence on Wcax-Tv Burlington, Vt. 

“The show has a varied format, 
ranging from interviews and panel 
discussions to demonstrations, all with 
the basic aim of disseminating useful 
information to both urban and rural 
viewers,” says station general man- 
ager Stuart T. Martin. 

Besides its regular farm show on Sat- 
urdays from 12.30 to 1 p.m., WSAZ-TV 
Huntingdon, W. Va., inserts a farm re- 
port into the daily “magazine concept” 
program, an hour-long afternoon show 
in color. WSAZ’s radio and tv farm di- 
rector, W. D. “Farmer Bill’ Click, 
for 38 years an agricultural agent be- 
fore joining the station, handles both 
the Saturday show and the daily in- 
serts. 

That popular hook, “best food 
buys,” is also pulling in urban viewers 
for KOTV Tulsa on its Country Jour- 
nal, 6:30 to 7 a.m. Monday through 
Friday. Bob Thomas, the station’s 
weather specialist, edits the Journal. 
The setting for the show is a country 
newspaper office; with 
projection, the office window provides 
an attractive view of a rural farming 
area. 

Other major television programs 


rear-screen 











Vanguard in the move toward 
wide appeal in farm programs is 
Country Almanac, out of Crosley 
station WLW-c Columbus, O. 

Says emcee George Zeis: “On 
the air from 7:30 to 8 a.m. and 





Mascot Oliver gets an assist 
from emcee and vocalist Connie 
Cooke 

with its title, you'd expect it to 
be a real hayseed show featuring 
hillbilly music, livestock and 
crop market reports. But that’s 
just what it’s not. Our seven- 
piece band doesn’t play hillbilly, 
we don’t interest ourselves in 
market reports, and I don’t come 





Farm Program With Appeal 






out in one-strapped overalls and 
a straw hat chewing a wheat 
stalk.” 

Since farming is big business, 
reasons the emcee, he appears on 
the show wearing a business suit. 
He says that one aim of the 
mostly variety show is to give 
Columbus’ urban and suburban 
viewers a nodding acquaintance 
with the prosperous, hard-work- 
ing farmers who are their neigh- 
bors. 

However, most of the show’s 
special material has a farm 
angle. Farm features have ranged 
from live milking demonstrations 
to live helicopter landings (with 
an explanation of farm use of 
helicopters) . 

Considered sure-fire attrac- 
tions for rural and city viewers 
alike are live animal guests. 
These include a show fixture, pet 
porker Oliver. 

“He’s a natural for tv,” says 
George. “Has a lot of ham in 
him.” 








directed at the farm family include: 

e Kwtv Oklahoma City, Farm Re- 
porter, 7 a.m. Monday through Friday 
and two Saturday shows, 4-H On Pa- 
rade and Saturday Farm Show at 
11:30 a.m. and 12 noon. Handled by 
the KwTv and KOMA farm reporters, 
Wayne Liles and Jack Tompkins, the 
shows are sponsored on both radio 
and tv by one company, Evergreen 
Feeds, Ada, Okla. The programs in- 
corporate market reports, current farm 
problems and improvement tips. Sat- 
urday’s shows center around Future 
Farmers of America club activities 
and standout members of the Okla- 
homa 4-H clubs. 

e wisc-Tv Madison, The Wisconsin 
Farm Hour, a live, daily telecast from 
noon to 1 p.m., with Bill Groves, 
columnist for the Wisconsin Agricul- 
turist, handling. This show is made up 
of segments similar to NBC’s Today, 
with weather, news, farm market re- 
ports and spevial farm features. 

@ wBaP-Tv Ft. Worth-Dallas, Farm 
Editor, from noon to 12:30 p.m. Sat- 
urdays. The emcee is W. A. Ruhmann. 
Included in the program are farm 


news, talent from FFA and 4-H, other 
guests and farm features in pictures or 
films. Its sponsor for the last two years 
has been the Texas Ranch & Farm 
magazine. 

e wcTtv Tallahassee - Thomasville 
(Ga.), Rural Report, from 12:30 to 1 
p-m. Tuesdays and Thursdays. Show 
includes government market reports, 
the state farmers’ market report, com- 
ing farm events and farm experts dis- 
cussing farm problems with visual ma- 
terial (posters, charts, live animals, 
etc.). Emcee is W. L. Whittle, county 
farm agent. Also used are agricultural 
films from various sources and, on 
occasion, rural entertainment. For con- 
sistency, the Monday, Wednesday and 














Friday show in the same time slot is 
the Old American Barn Dance, a pro- 
gram with rural appeal. Every few 
weeks there’s a special feature to ap- 
peal to the farm housewife, such as 
demonstrations of southern cooking or 
quilt making. The show uses a 22-foot 
set with farm landscape cutouts that 
are as contemporary as a Bergdorf- 
Goodman window. 

@ wFIL-Tv Philadelphia, The Satur- 
day Gardener, Howard 
Jones, the station’s farm director, who 


featuring 


has been giving daily radio farm news 
and market reports on writ for 11 
years. His Saturday show started on 
tv in 1954 and has been on the air 

continuously ever since. 
® KFDM-Tv Beaumont, a half-hour 
farm show Tuesdays from 12:30 to 1 
p-m. J. D. Nixon, vocational agricul- 
ture teacher at Beaumont High, emcees 
the program, which went on the air for 
the first time last month. Included are 
long-range weather forecasts, aimed 
specifically at east Texas farmers and 
ranchers, and market reports from Ft. 
(Continued on page 50) 
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Worth, Houston and New Orleans. 

e WISN-TV Milwaukee this summer 
broadcast special programs from the 
Wisconsin State Fair. Featured were 
agricultural exhibits, cattle judging, 
youth activities, foods, guest celebri- 
ties and the Fair parade. The station 
also has a regular daytime farm show 
called Life In Wisconsin, with Milt 
Brandl as emcee. On Saturdays the 
show is extended from 15 minutes to 
a half-hour and handled by Patt 
Barnes. Life In Wisconsin is a public- 
service show produced in conjunction 
with the University of Wisconsin’s 
College of Agriculture and S. S. 
Mathisen, Milwaukee county agent. 
Because of its variety of subjects, this 
is another farm show with appeal to 
the urban audience. Featured are mar- 
ket reports, general agricultural in- 
formation. On the daily show there’s 
a guest spot for farm authorities. 

e wsPa-Tv Spartanburg, S. C., 
Farmer Gray's Noontime Neighbors, 
from noon to 12:45 p.m. Saturdays. 
A recent typical show included a dem- 
onstration of an egg-sorting machine, 
the release of carrier pigeons, peach 
packing and methods of fighting the 
boll weavil, along with various mar- 
ket and farm reports. Emceeing the 


show is Cliff Gray, who has had a 


a 


channe 


Serving prosperous eastern N. C. 
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morning farm program on radio for 
16 years. 

e KRBC-TV Abilene, Tex., On the 
Farm, emceed and produced by Harry 
Holt, with a format that includes live 
demonstrations and_ interviews, to- 
gether with on-the-spot films. The 
show’s sponsor has been Paymaster 
Feeds since it went on the air in Jan- 
uary 1954, 

e wisw-tv Topeka, Farm Feature, 
from 12 to 12:15 p.m. Three members 
of the station’s farm department alter- 
nate in handling the daily show, which 
includes live demonstrations and in- 
terviews with area farm authorities. 
Special attention is given to visuals 
for demonstrations. This show is sold 
on a participating basis. 

@ KENS-TV San Antonio, Crossroads 
Store, 11:30 a.m. Saturdays. Format 
includes interviews and demonstra- 
tions with county agents, vocational 
agriculture teachers, soil-conservation 
technicians, farm-club youngsters and 
farmers and ranchers. Bill Shomette, 
farm and ranch editor for KENS-Tv and 
radio, is the emcee. A farmer himself, 
Mr. Shomette has done a farm show 
on both radio and tv for more than 
three years. 

e wtRF-Tv Wheeling, W. Va., Town 
and Country, from 12 to 12:30 p.m. 
Participants are agricultural extension 
workers from eight counties in the 
station’s coverage area. Demonstra- 
tions have included cutting a_ beef 
carcass into retail cuts, shearing sheep, 
de-horning calves, clothes-making, etc. 
A local florist buys participations on 
the show whenever programming con- 
cerns flower and vegetable gardens, 
care of lawns, insecticides and so on. 
The emcee is Wesley M. Manley, the 


station’s administrative assistant. 








TV Audiences will 


STAND UP 
AND CHEER! 
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e wTMJ-tv Milwaukee, Farm Re- 
port, Monday through Friday from 
6:45 to 6:55 a.m. Bill Hoeft, farm 
director, gives market and weather re- 
ports. Each day’s show has a special 
feature. Mondays Mr. Hoeft gives a 
market-trend review, using a large 
graph to point out today’s prices and 
prices three months ago and a year 
ago. Tuesdays, he includes a discus- 
sion of current gardening techniques. 
Wednesdays, he talks about, and dem- 
onstrates, new farm equipment. Thurs- 
days, the subject is flowers, and on 
Fridays there’s a discourse on farm 
management. 

e KcMo-Tv, Mid-America Farm Re- 
porter, a half-hour Saturday show pro- 
duced and emceed by Jack Jackson, 
the station’s farm director. Also on the 
show are George Stephens, market re- 
porter, and Jack Wise, farm reporter, 
both from KCMo’s agriculture depart- 
ment. Three 10-minute segments com- 
prise the format. The first includes 
farm news, weather and markets; the 
second, farm features of timely inter- 
est, and the third, a county feature 
with interpretation of farm news and 
human-interest feature from the Kansas 
City area. 

e wtvp Durham, Today on the 
Farm, a half-hour each afternoon, with 
20 minutes originating from the 
studios of wuNc-Tv, North Carolina’s 
educational outlet. The remainder of 
the program is handled by Frank 
Graham, who interviews special guests 
of interest to tarheel farmers. When 
the show started, the station gave spe- 
cial attention to training farm agents 
and home demonstrators to work be- 
fore the cameras. The gesture paid off, 
says the station, and WTVD now has a 
polished group of participants. 

@ KAKE-Tv Wichita, Farm Forum, 
at 12:45 p.m. Monday through Friday, 
giving the latest farm news, grain and 
livestock sales, with daily on-the-spot 
films of livestock transactions at the 

(Continued on page 57) 














ALABAMA 
Birmingham 
wast—Boyd Evans 


Dothan 
wtvy—Joe Holloway 
ARIZONA 


Phoenix 
KOOL-Tv—Jack Ware 


ARKANSAS 


Little Rock 
KARK-TV—Bob Buice 
Pine Bluff-Little Rock 
KATV—Walter Massey 
CALIFORNIA 
Eureka 
KIEM-TV—Doug Pine 
Fresno 
KFRE-TV— Wally Erickson 
KJEO—Phil McPherson 
KMJ-Tv—Edward C. Sturgeon 
Los Angeles 
KRcA—Norvell Gillespie 
Sacramento 
KCRA-TV—Bob Anderson 
San Francisco 
kco-Tv—Bill Adams 
Santa Barbara 
KEYT—Mary Ann Casey 
Stockton 
KOovr—Bill Ring 
COLORADO 


Denver 
KOA-TV—Chuck Muller 


Pueblo 
KcsJ-tv—Jimmy Cox 
FLORIDA 


Jacksonville 
wmMsr-Tv—Claude Taylor 

Fort Myers 
WINK-TV—Tom Brask 


Miami 
wcktT—William Bischoff 


Tampa 
WFLA-Tv—Peter Holst 


GEORGIA 


Atlanta 
waca-tv—Dale Clark 


Augusta 

wypr—John Radeck 
Columbus 

wRBL-TV—V. O. Deloney 
Savannah 

wsav-TV—Douglas Strohbehn 
IDAHO 


Twin Falls 
KLIx-Tv—Holly Houfburg 


ILLINOIS 
Chicago 


WBBM-TV—George Menard 
weks—Chuck Bill 


Television Station Farm Directors 


wcn-tv—Norman Kraeft 
WNnBQ—Everett Mitchell 


Decatur 
wtvp—Al Pigg 
Rockford 
WREX-TV—Les Davis 
Rock Island 
wHsF-Tv—Bruno Olson 
Springfield 
wics—Warren Hewitt 
INDIANA 


Bloomington- 
Indianapolis 
wttv—Bill Anderson 


Evansville 

wFiE-Tv—Fred Rollinson 
Fort Wayne 

WkJG-TV—Wayne Rothgeb 
Indianapolis 

WFBM-Tv—Harry Martin 
Lafayette 

WFAM-TVv—Earl Richardson 
South Bend 

wsBt-TV—Robert McDermott 

wsJv-Tv—Forrest Boyd 
IOWA 


Ames (Des Moines) 
wor-tv—Dale Williams 


Cedar Rapids 
wMt-Tv—Bob Nance 

Davenport 
woc-Tv—Bob Frank 


Des Moines 
wHo-tTv—Herb Plambeck 


Mason City 


KGLO-Tv—AI Heinz 


Ottumwa 
KTvo—Dean Osmundson 


Sioux City 


KvTv—Rex Messersmith 


Waterloo 
KWWL-TV—Frank Arney 


KANSAS 
Topeka 
WIBW-TV—Wes Seyler 


Wichita 
KAKE-TV—Bruce Behymer Jr. 
KARD-TV—Dale Watson 


KENTUCKY 


Louisville 
WAVE-Tv—Shirley Anderson 
WHAS-TV—Barney Arnold 


LOUISIANA 


New Orleans 
wyMR-TV—B. Cambre 


MAINE 


Portland 
wcsH-Tv—Lenwood H. Brofee 
WGAN-Tv—George Hunter 


MARYLAND 
Baltimore 
WBAL-tv—Conway Robinson 
wBoc-Ttv—Carroll Long 
MICHIGAN 
Detroit 
wwJ-tv—John Merrifield 
Kalamazoo 
wkzo-tv—Carl Collin 
MINNESOTA 
Duluth 
KDAL-tv—Mark Thompson 
Minneapolis-St. Paul 
wcco-Tv—Harry Seils 
KsTp-Tv—Cal Karnstedt 
Rochester 
KROC-Tv—Jerry Boyum 
MISSISSIPPI 
Jackson 
wi_BtT—Howard Langfitt 


Meridian 
WwTOK-TV—Bob Holland 


MISSOURI 
Columbia 
KOMU-Tv—Gale Bank 


Hannibal 
KHQA-TV—Dick Faler 
Kansas City 
KCMo-TV—C.W. Jackson 
KMBC-TV—Phil Evans 
wpaF-Tv—Paul Vogel 
Springfield 
KYtv—C.C. Keller 
St. Joseph 
KFEQ-Tv—Harold J. Schmitz 
MONTANA 
Missoula 
K¢vo-Tv—Jack Butler 
NEBRASKA 
Kearney 
KHOL-TV—Tom Nuss 
Lincoln 
KOLN-Tv—Les Blauvelt 
Omaha 
KmMtTv—Dick Robertson 
wow-tv—Mal Hansen 


NEVADA 
Reno 
KOLO-Tv—Ed Cardinal 
NEW HAMPSHIRE 
Manchester 
wMuR-Tv—Gus Bernier 


NEW MEXICO 
Albuquerque 
KGGM-TvV—Jim Laramore 
NEW YORK 
Rochester 
wroc-tv—George Haefner 


Schenectady 
wrcp—Donald A. Tuttle 


Syracuse 
wsyR-Tv—Robert F. Double- 
day 


NORTH CAROLINA 


Greensboro 
wrmy-tv—George Perry 


Winston-Salem 
wsJs-TV—Harvey Dinkins 


NORTH DAKOTA 
Fargo 
wpaY-tv—Ernie Brevik 
Grand Forks 
KNOXx-Tv—Chariles Bundlie 


OHIO 
Cincinnati 
WLWT—Bob Miller 


Columbus 
WBNS-TV—William H. Zipf 


Dayton 
WHIO-Tv—Joseph Rockhold 
Steubenville 
wsTv-Tv—Francis “Pop” 
Taylor 


Toledo 
wspp-Tv—Jim Nessle 


Youngstown 
WFMJ-Tv—Elden Groves 
WKBN-Tv—Stu Wilson 


Columbus 
wDAK-Tv—Bill Henry 
WTVN-TV—Earl Green 


OKLAHOMA 

Oklahoma City 
KWTV—Wayne Liles 
WKY-Tv—Jack Stratton 


Tulsa 
Kvpo-Tv—Carl Meyerdirk 


OREGON 

Portiand 
KLOR—Dean Collins 
KOIN-TV—William Drips 


PENNSYLVANIA 
Harrisburg 
wcms-Tv—John A. Smith 
Johnstown 
WARD-TV—William Santoro 
Lancaster 
WGAL-TV—Robert Malick 
Philadelphia 


wcau-Tv—William Bennett 

wFIL-TV—Howard Jones 
Scranton 

WARM-Tv—Jess Landenberge: 
Wilkes-Barre 

WILK-TV—James Hutchinson 


RHODE ISLAND 
Providence 
WJAR-TV—Walter Covell 


(Continued on page 57) 
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News while it’s news means split- 
second schedules, schedules you 
must meet. A dignitary arrives at 
an airport far from the heart of 
town... with minutes to go until 
air time. You're always in a hurry. 
Anyway— it's easy .. . inexpen- 
sive, too... provided you work out 
your schedules and... USE 
EASTMAN TRI-X FILM. 


For complete information—what 
film to use, latest processing tech- 
nics—write to: 

Motion Picture Film Department 
EASTMAN KODAK COMPANY 
Rochester 4, N. Y. 


East Coast Division 
342 Madison Ave., New York 17, N. Y. 
Midwest Division 
137 North Wabash Ave., Chicago 2, Ill. 
West Coast Division 
6706 Santa Monica Bivd., 
Hollywood 38, Calif. 
or W. J. GERMAN, Inc. 
Agents for the sale and distribution of 
Eastman Professional Motion Picture Film, 
Fort Lee, N.J.; Chicago, Ill.; Hollywood, Calif. 


Yes, it's been done with EASTMAN 
TRI-X! Shot at 5:20 PM, La Guardia 
Airport... rushed to New York 
... processed (twice as fast 
as Super XX Reversal 
Film) . . . on the air by 

6:32 PM. 





Film Sales 


yea WBz-TV Boston is proving 
that intensive and extensive, well- 
devised promotion, publicity and mer- 
chandising, when applied to excellent 
feature-film fare, will produce profita- 


| ble results. 


The station’s Boston Movietime, 


| programmed each weekday from 4:45 


to 6:45 p.m., and consisting of the 


| Warner Brothers feature films, plus 





Popeye cartoons, has made huge in- 
roads into the viewing audience of its 


| most formidable opposition, Mickey 


Mouse Club. Here’s how wsz-Tv, under 
the guidance of its advertising and 
sales promotion manager, James E. 


Allen, did the job. 


Trade Campaign 


A full-sized trade campaign an- 
nounced the purchase of the Warner 
package and the introduction of Bos- 
ton Movietime. Local papers carried 
teaser ads several weeks before air 
time, and teaser announcements went 
out on both wBz-Tv and its sister am 


| outlet. A lovely model went around 


and personally presented newspaper 
editors in the stations’ viewing area 
with complete press kits on the show. 
Time was also bought on other Bos- 
ton radio stations announcing the ad- 
vent of the program. 

In addition, there were several pre- 
debut time promotion schemes: tow 


| planes carried sky advertising, sound 


trucks toured the entire area and car 
cards were in transit-system vehicles 
for an entire month, plus taxi posters 
and automobile-bumper strips. 


Show Million 

On opening day a luncheon for sta- 
tion clients and local agency folk 
punctuated the premiere to follow. A 


| million dollars in actual cash was 
| shown, representing the cost of the 
| films to be seen on Boston Movietime. 


During the first two weeks of the pro- 
gram’s run a contest was held. In the 
first week some 33,000 entries were 
submitted. 

But perhaps the most conclusive 
proof of the program’s impact, as well 
as the greatest source of satisfaction 
to the sponsors (the show is completely 
sold out), is the rating increase. The 


Lucky man in the middle in the AAP. 
Warner Bros. feature, Dodge City. 


previous tenant of the segment, syn- 
dicated films and cartoons, reached a 
rating of 4.3. Boston Movietime has 
already moved the rating up to 13.7. 


Syndicated Film 


ASSOCIATED ARTISTS 
PRODUCTIONS, INC. 


Warner Brothers Features 

wosM-tv Duluth; wrca Jacksonville; warte- 
tv Knoxville; wrvy Miami; wrero-tv Provi- 
dence; KFMB-TV San Diego. 

Warner Cartoons 

WNEM-TV Bay City. 

Popeye Cartoons 

wBBM-tv Chicago; wpsM-tv Duluth; wero- 
tv Providence. 

Features 

wis-tv Columbia, S. C.; KHaAs-tv Hastings; 
wsoc-tv Salisbury; KFrsp-tv San Diego. 


ATLANTIC TELEVISION CORP. 


Champion Package 


wyac-tv Johnstown, Pa.; Kcmo-rv Kansas 
City; wrec-tvy Memphis; wckt-tv Miami; 
(Continued on page 54) 


Another lucky man in the middle in 
NBC’s Film’s The Great Gildersléeve. 
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Film (Continued from page 53) 


wTcn-Tv Minneapolis; wor-tv New York; 
KDKA-TV Pittsburgh; wJarR-Tv Providence; 
KENS-TvV San Antonio; KHQ-Tv Spokane; 
KWK-Tv St. Louis; Kvoo-tTv Tulsa; WBRE-TV 
Wilkes-Barre. 


GUILD FILMS CO., INC. 
The Goldbergs 


Koat-tv Albuquerque; ktTvA Anchorage; 
waim-tv Anderson, S. C.; wen-tv Chicago; 
wPFH Wilmington; KcEO-Tv Enid; KTVF 
Fairbanks; KINY-TvV Juneau; WMBV-TV Marin- 
ette, Wis.; Ksws-Tv Roswell; KTTs-TV 
Springfield, Mo.; Ktvw Tacoma; WMAL-TV 
Washington; wsau-tv Wausau. 


Frankie Laine 
waim-tv Anderson, S. C.; KomMu-tv Colum- 
bia, Mo.; KcEO-tv Enid, wcem-tv Quincy; 
wttc Washington. 





Liberace 

waim-tv Anderson, S. C.; Komu-tv Colum- ‘ . 
bia, Mo.; KcEo-tv Enid; ktac Lake Charles; 

WGEM-TV Quincy; wctv Thomasville, Ga.; Unlucky man in the middle in RKO Television’s Gangbusters. 
wttc Washington. ‘ 


Florian Zabach 


waim-tv Anderson, S. C.; Komu-tv Colum- wrov-tv Portsmouth; wsau-tv Wausau; Ethel Barrymore Theater 
bia, Mo.; KcEo-tv Enid; wrtcn-tv Minne- wsJs-Tv Winston-Salem. wHo-tv Des Moines. 
apolis; WGEM-TV incy; wtTc Washington. , 
~ ouiny — Adventure Album I Married Joan 
INTERSTATE TELEVISION wsts-tv Roanoke. wsM-tv Nashville; Ksp-tv St. Louis. 
CORP. Blinkey Jubilee Theater 
. : wsLs-tv Roanoke. KRBC-TV Abilene; wetx New York; wsLs-T\ 
Adventure Action Series tae. , "soars ey 
wrvp Durham, N. C.; kcxt Great Bend; Counterpoint 
wyac-tv Johnstown; KMBc-TV Kansas City; wsts-tv Roanoke; wisw-tv Topeka; kvoo-tv Little Rascals Comedies 
wpaF-Tv Kansas City; wrec-tv Memphis; Tulsa. wess-tvy Miami; weco-tv Minneapolis; 


KWTx-Tv Waco. 


Public Defender 


wcliA Champaign; wews Cleveland. 


Royal Playhouse 


wsLs-tv Roanoke. 


RKO TELEVISION, DIVISION 


OF RKO TELERADIO 
PICTURES, INC. 
The Big Idea 


WHYN-TV Springfield, Mass., Savings Bank 
Assn. of Mass. 


means Q U ALITY Gangbusters 


KHQ-TV Spokane; KTTs-Tv Springfield, Mo. 


The Greatest Drama 

KENI-TV Anchorage; Kvos-tv Bellingham, 
Wash.; wriB-tv Fayetteville, N. C.; wwip 
Springfield, Mass. 


@ Complete Lab Service @ Highly-trained Techni- 27 Features 
wpMJ-tv Marquette, Mich.; KNTv- San Jose, 


@ 35mm and 16 mm black cians Cal.; Kima-tv Yakima. 
and white and color @ Specialized Service 17 Features 


KIEM-Tv Eureka, Cal.; Kip-tv Idaho Falls; 
wpMJ-tv Marquette, Mich; Kima-tv Mar- 
quette. 


film processors for over 25 years 


“The Most Progressive Independent Laboratories” , : 
Film Commercials 


AMERICAN FILM PRODUCERS 


GUFFANTI Film Laboratories, Inc. Completed: Esso Standard Oil Co. (Golden 


Esso Extra), McCann-Erickson. 
In Production: Pharmaco, Inc. (Chooz), 


. DCS&S; Esso Standard Oil Co.( gasolines— 
630 Ninth Ave., New York opening & closing), McCann-Erickson; Esso 
Standard Oil Co. (Golden Esso Extra), Mc- 
Cann-Erickson. 


COlumbus 5-5530 FRED A. NILES PRODUCTIONS, 


Completed: Leonard Refineries (gasoline), 
(Continued on page 56) 
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BELL & HOWELL 











VIDICON PROJECTORS 


Versatile Programming... Low Initial Cost 


Originally produced to meet 
rigid JAN (Woint Army-Navy) 
specifications, this Bell & 
Howell projector is noted for 
its ruggedness, trouble-free 
performance, simplicity and 
ease of servicing. It includes 
the following special features: 
Optical and magnetic sound 
reproduction e Fixed-axis 
framing e« Easy threading 
Built-in loop setter e For- 
ward and reverse e Operating 
hour meter e Single-phase 
operation eGOO-ohm balanced 
line output. 





As an integral part of Vidicon film chains, this new 16mm 
Bell & Howell projector provides many unique advan- 
tages. For example, you get complete manual control, 
plus connection for remote control. At the push of a 
button, you can change from picture and sound on one 
projector to the same set-up on the other. 

This Bell & Howell projector also conforms to pro- 
posed new ASA standards for placement of magnetic 
sound. All in all, the full potential of versatile program- 
ming is in direct proportion to the creativeness of your 
production people. 

Talk to your Systems Supplier soon. His quotation 
will be a pleasant surprise. Or write for specifications on 
Design 614 CVBM projector. Bell & Howell, 7138 


McCormick Road, Chicago 45, IIl. 






%. FINER PRODUCTS THROUGH IMMAGINATION 


Belle Howell 
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A Transfilm commercial for E. F. 
Drew’s Tri-Nut Margarine. 


Film (Continued from page 54) 


Wesley Aves; S.S.S. Co. (tonic), Day, 
Harris, Hargrett & Weinstein; Kraft Foods 
Co. (Parkay margarine), Needham, Louis & 
Brorby; Lion Oil Co., Ridgway; Thomas J. 
Webb (coffee) Meyerhoff; Corn Products 
Refinery (institutional), C. L. Miller; Presto 
Industries (appliances), Arthur Grossman; 
Magikist rug cleaners, Greenwood; Wilson 
& Co. (Bakerite shortening), U. S. Adon. 
tising; Wilson & Co. (Ideal dog food), U. 
Advertising; Kellogg Co. (Shredded Bie 
quits), Leo Burnett; Robin Hood flour, H 
W. Kastor. 





ULLMAN ON WEST COAST 

The opening of a west-coast sales 
office has been announced by Richard 
H. Ullman, Inc., Buffalo, N. Y., pro- 
ducers of film series and commercials. 
The new sales territory, covering 
western states, plus El Paso, Tex., 


Alaska and Hawaii, will be under the 





LALLEY & LOVE, INC. 


Completed: Westinghouse Electric Corp. 
(Christmas appliances), McCann-Erickson; 
Aluminum Co. of America, Fuller & Smith & 
Ross; Wesinghouse Electric Corp. (Space- 
mates), McCann-Erickson. 

In Production: Westinghouse Electric Corp. 
(research lab film), Ketchum, MacLeod & 
Grove. 


VIDEO PICTURES, INC. 


Completed: Sperry & Hutchinson Co. (Green 
Stamps), SSC&B; New Departure Division 
of General Motors Corp. (coaster brakes and 
general bearings), D. P. Brother; Noxzema 
Chemical Co. (skin cream), SSC&B 

In Production: General Motors Corp. (Olds- 
mobile), D. P. Brother; Sperry & Hutchin- 
son Co. (Green Stamps), SSC&B. 


NEW! IMPROVED! 


CAMART DUAL SOUND READER 


Model SB-I1 


Pre-focus exciter 
lamp & photo elec- 
tric cell. 


on 


eo 


Chrome plated ball-bearing 
rollers & film gate. Inter- 
changeable from 16mm to 
35mm. 


Howell, Ceco, 


viewers, ? 











Post assembly permits left 
to right, up and down ad- 
justment. 





Base plate to accept any 
viewer and sound head. 


Can be used with ANY Bell & 
SOS, Baia, 
Franklin, Mansfield & Craig 


Optical - 
switch. 


Input jacks for optical- 
magnetic heads. 


Price (less viewer) $195.00 F.O.B. N.Y. 


Exciter lan:p control 
to increase or de- 
crease intensity. 












5 watt amplifier, hi-fi 
sound without distortion. 





Alnico speaker; 
for faithful sound 
reproduction. 






Headphone jack permits 
listening without disturb- 
ing others. 


Magnetic 


Volume control, 






on-off switch. 


te CAMERA MART uc 


5 BROADWAY (at 60th St 


NEW YORK 23, N. Y 


* Plaza 7-697 
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management of Pat Cooney and Sam 
Ewing. Location of the new office is: 
Richard H. Ullman, Inc., 301 S. 
Kingsley Dr., Los Angeles 
Dunkirk 7-2423. 


5; telephone 


SHORT-SUBJECT DEPARTMENT 

A special short-subject department 
to handle servicing for the Paramount 
library of 1,400 short subjects has 
been created by 
National Telefilm 
Associates. Ap- 
pointed to head 
the new unit is 
Morrie Roizman, 
a 25-year veteran 
of the film in- 
dustry, who has 





seen service with 
March of Time 
and Fox Movietone News. 

The new department will be located 
at the Pathe Laboratories building at 
105 E. 106th St., New York. It is set 
up to handle all phases of distribution, 
including shipping, examination of 
prints, editing and sales services. Pro- 
gram ideas and guidance also will be 
offered to short-subject purchasers. 

A second appointment to the new 
department is that of Frank Soule, who 
has been working on the short-subject 
library at NTA’s 

Mr. Roizman at one time was film 
editor and later chief editor of March 
of Time. 


office. 


ILLUSTRATED FILMS 


Formation of Illustrated Films Inc.. 


Hollywood, 


commercials, 


to produce animated tv 
has been announced by 
Maurer, president. Other 
officers are Moe Howard, vice presi- 
dent, and Leon Maurer, secretary-treas- 
urer. The new firm is located at 8460 
Santa Monica Blvd. 

Illustrated also announced that it 
has secured exclusive rights for the 
use of Artiscope animation patents. 
This process is described as making 
“possible rapid production of top qual- 
ity, realistic animation formerly de- 
nied advertisers becaise of its high 
cost.” 


Norman 








Farm Directors (Continued from page 51) 


SOUTH CAROLINA 


Columbia 
wis-tv—Robert Bailey 


Florence 
wBTw—Tom Rogers 


Greenville 
wrsc-Tv—Ben Leonard 


Spartanburg 
wspa-Tv—Clifford D. Gray 
SOUTH DAKOTA 
Rapid City 


KOTA-Tv—Gene Taylor 
Sioux Falls 

KELO-Tv—Les Harding 
TENNESSEE 
Jackson 

wbxi-tv—Judd Brooks 
Knoxville 

wBirR-Tv—Ralph McDade 
Memphis 

wmct—Derek Rooke 
TEXAS 
Austin 

KTBC-TV—Dave Shanks 


Abilene 
KRBC-TV—Harry Holt 


Amarillo 
KDcA-TV—Warren Anderson 
K¢nc-Tv—J. Garland Smith 
Big Spring 
KBsT-TV—Bruce Frazier 
Corpus Christi 
KvpOo-Tv—Bart Boyd 


Dallas 
KRLD-TV—A. B. Jolly 
El Paso 
KROD-TV—Paul Stevenson 
Ft. Worth 
wBap-Ttv—W. A. Ruhmann 
Galveston 
KCUL-TV—Burt Johnson 
Harlingen 
KGBT-Tv—Bob McDonald 
Houston 
KPRc-TV—George Roesner 
Lufkin 


KTRE-TV—Hampton Keathley 
Odessa 

KOSA-TV—Hubert Martin 
San Antonio 

KENS-TV—William Shomette 

woal-Tv—Bill McReynolds 


Temple-Waco 
KCEN-TV—Clark Bolt 
Texarkana 
KcMC-TV—John Shipley 
Tyler-Longview 
KLTV—Sam Matthews 
Waco 
KWTx-Tv—John C. Watkins 
Weslaco 
Kk¢v—Charlie Rankin 
Wichita Falis 
KFDX-TV—David Dodge 
UTAH 
Salt Lake City 
KSL-TV—Wayne F. Richards 
KTvt—Jack Goodman 
VIRGINIA 
Harrisonburg 
wsvA-TV—Homer Quann 
Lynchburg 
WLVA-TV—Wayne Tyler 
Petersburg-Richmond 
wxeEx-tv—Loren Hiddelson 
Roanoke 
wsLs-tv—Glenwood Howell 
WASHINGTON 


Seattle 
KOMO-TV—Bill Moshier 


Spokane 
KHQ-TV—Tom Templeton 


WEST VIRGINIA 
Huntington 
wsaz-Tv-—W. D. Click 
Wheeling 
WTRF-Tv—Wesley Manley 
WISCONSIN 
Green Bay 
WBAY-TV—Bob Parker 
Madison 
wisc-Tv—Bill Groves 
WkKOw-Tv—Roy Gumtow 
Milwaukee 
WisN-TV—Milt Brand] 
WTMJ-Tv—William Hoeft 
Wausau 
WSAU-TV—Buck Leverton 
PUERTO RICO 
Mayaguez 
worka-Tv—Reinaldo M. Du- 
pont 
CANADA 
Lethbridge 


CJLH-TV—Omar Broughton 


Wingham, Ont. 
CKLW-TV—Bob Carbert 





Farm (Continued from page 50) 


livestock estimates and the previous 


housing and hotel suites for Oklahoma 


day’s closing price from Chicago. youngsters taking part in the national 





Wichita Union  stockyards. Bruce 
Behymer Jr., farm director, presents 
a wide variety of guest speakers and 
demonstrations. 

e KOLN-TV Lincoln, Neb., Farm 
News and Markets, Monday through 
Friday from 12:35 to 12:45 p.m. 
Emcee Les Blauvelt interviews farm 
authorities on current farm issues. 
FFA and 4-H youths are brought in to 
receive trophies from sponsor Purina 
for producing show stock. 


Schedule on KELO-TV 


@ KELO-Tv Sioux Falls, S. D., and 
satellite KDLO-Tv Garden City, Report 
to the Midwest Farmer, at noon, Live- 
stock Market Guide, 12:35 p.m., and 
Farm Market News, 6 p.m., all Mon- 
day through Friday. Farm director 
Les Harding handles the shows. A 
recent Telepulse survey, taken during 
a filmed-interview promotion for spon- 
sor Nutrena, indicated 112,000 sets 
were tuned in. 

® WKzo-Tv Kalamazoo, Morning 
Farm Show, early-morning five min- 
utes Monday through Friday. Farm 
director Carl Collin gives a minute 
commentary on the top farm story of 
the day, the Chicago and Indianapolis 


Another feature is a special weather- 
bureau forecast slanted at farmers. 

e WHBF-TV Rock Island, Ill., Farm 
Almanac, noon quarter-hour Monday 
through Friday. Farm news and inter- 
views with agricultural authorities 
by station farm editor Bruno Olson. 


Oklahoma City Progress 


e wky-Tv Oklahoma City, Okla- 
homa Farmer, 6:40 to 6:50 a.m. Mon- 
day through Friday, and Oklahoma 
Weather, 6:55 to 7 a.m., Monday 
through Friday. Handling the shows 
are Jack Stratton, farm director; Ver- 
non Duncan, assistant farm director, 
and Henry W. Kinnan, farm weather 
forecaster, a professional member of 
the American Meteorological Society. 
Besides the regularly scheduled shows, 
WKY-TV undertakes several special 
projects. Included are the international 
land-judging contest, sponsored by the 
station’s farm department; sponsor- 
ship of agricultural youth contests, 
and on-the-spot farm coverage by the 
station’s custom-built mobile unit, 
which has operated in almost all of the 
state’s 77 counties. As a public serv- 
ice, the station annually furnishes 


4-H Club Congress. 








HARRIS-TUCHMAN 
PRODUCTIONS 


751 NORTH HIGHLAND AVENUE 
HOLLYWOOD 38, CALIFORNIA 
TELEPHONE WEbster 6-7189 


Superior Films By Design 
TV COMMERCIALS - SLIDE FILMS 








PATRIOTIC 
STORY 


that has never been told! 


, a a a i ee ee ee a a a a es 
Ziv's New Star-Spangled Rating Winner 


SEE PAGES 
18A, B, C 
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Farm 


but has been reluctant to consider it 
as an important advertising medium 
for them because in the past the tele- 
vision audience has been so heavily 
urban. Whether or not the big increase 
in rural sets within the past year will 
change this policy has not been de- 
cided. General thinking by the com- 
pany—and its agency, Bert S. Gittins 
Adv., of Milwaukee—is that when the 
time seems right, the company will 
probably use more television. 

The tractor group of Allis-Chalmers 
sponsored a telecast of the annual 
International Livestock Exposition and 
the National 4-H Club Congress in 
Chicago from 1948 through 1954 over 
NBC-TV, but the contract was allowed 
to lapse the past two years. The com- 
pany does produce some television 
commercials on farm machinery for 
local dealers, but these are used by the 
dealers on their own shows on local 
stations. 


(Continued from page 39) 


Smaller Firms Active 


Smaller firms with regional or local 
farm-machinery distribution have been 
quite active in television—sometimes 
with outstanding results. The North- 
west Steel Corp., of lowa, for example, 
is particularly enthusiastic. 

The company sells a Quoriset-hut- 
type grain-storage shed in two sizes: 
$1,500 and $4,000. Early last spring 
Charles Nimitz, of Northwest Steel, was 
persuaded to buy a 15-minute segment 
of a once-a-week country-and-western 
show on KQTV Fort Dodge. At the time 
Mr. Nimitz was reluctant to make the 
investment—a total of $54 per show. 

But his attitude soon changed. After 








Ziv’S NEW 
STAR-SPANGLED 


RATING WINNER! 


*2en 2 aes 2 et eB ae ee 2 
Ready for action Now! 


SEE PAGES 
18A, B, C 
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building. 


rest of the building. Con- 
struction is underway with 
the girders already being 
placed. 

At the same time, the net- 
work is continuing an en- 
largement of its studio space 
immediately adjacent to the 
office structure. One of the 
parts of the studio improve- 
ment is a 30,000-pound door 
that will, when lowered, pro- 
vide two studios—or, when 
raised, will provide what 
ABC describes as the “larg- 
est studio in Manhattan.” 

The studio space will look 
like this: when the door is 
raised by its five-horsepower 
motor, there will 
studio for large-scale tv 
productions, measuring 176 
by 73 feet; when the door 


be one 





ABC Adds Space 


ABC has launched a two-part construction program that will in- 
crease studio facilities and add two floors of office space to its present 


At its headquarters at 7 W. 66th St. in New York, ABC is building 
the two floors onto its five-story home. The additional room, pro- 
viding 9,500 sq. ft. of space, will be fully air-conditioned, as is the 





is lowered, the space will be divided into two studios. One will meas- 
ure 73 by 90 feet and the other 67 by 86 feet. The door is 25 by 50 
feet and is presently being installed. 

In recent months, both NBC and CBS have made it known that 
they too are interested in more space, with the likelihood that they 
probably will build separate tv centers for their respective operations. 








four weeks on the air Northwest’s 
weekly sales figure had soared to $12,- 
000, a pace it maintained for many 
following weeks, and Mr. Nimitz be- 
came the number-one booster of tele- 
vision in the area. Business continued 
good until an “act of God” took the 
station off the air. Lightning struck the 
KQTV tower during a severe storm, 
and the facility was shut down until 
the tower can be rebuilt. 

Sales for Northwest have declined 
steadily. Mr. Nimitz, looking for a 
substitute advertising medium, pre- 
pared an expensive brochure which 
was mailed out to 4,000 landowners. 
In spite of the fact that the brochure 
was so attractive that the storage-tank 
manufacturer reproduced it and gave 
it national circulation, Northwest Steel 


has failed to get a single reply. 
Mr. Nimitz is impatiently 
awaiting KQTV’s return to the air, esti- 
mating that he has already lost $100,- 
000 in sales. 

John-Deere, a name long prominent 
in farm machinery, has used some 


Now 


television commercials on a dealer- 
distributor level with success. The com- 
pany is one of the sponsors of RFD 
Piedmont, noon farm program on 
wrMy-Tv Greensboro. Other stations 
which are carrying, or have recently 
carried, John-Deere commercials in- 
clude: wsFa-Tv Montgomery, KCRG-TV 
Cedar Rapids, Kvtv Sioux City, WNCT 
Greenville, N. C., and wsetw Florence. 

Carroll Equipment Co., dealer for 
New Holland farm machinery in 


(Continued on page 68) 











TELEVISION AGE 


io for a copy change” may 
very well be adopted as the 
slogan for the coming year by several 
spot-tv advertisers. That is, if the first 
early returns continue. 

More than a few agency buyers have 
indicated to TV AGE that in making 
plans for 1957 spot-announcement buys 
they must take into account a pro- 
nounced emphasis on the part of the 
client to vary his copy approach. For 
instance, one advertiser, who has been 
using ID’s only for the past few years, 
intends to switch to 20’s for 1957. This 
client feels that he has made his 
“identification impact” on the con- 
sumer, and now he is anxious to’ have 
more time to tell more about his 
product. 

Conversely, an advertiser who has 
been telling his story with 20’s (and 
minutes) will make the switch to the 
more compact ID’s. This client feels 
that all he needs to do is remind the 
consumer about his product. 

As to other indications of what the 
spot picture will look like in 1957, 
there is no general agreement among 
buyers at this time except on one 
thing: spot tv will be bigger than ever. 


ADOLPH’S LTD. 
(McCann-Erickson, Inc., L. A.) 


McCann has just taken on this account. As 
mentioned in Tele-scope, Sept. 10, the 
maker of Adolph’s MEAT TENDERIZERS 
contemplated a large-scale tv spot campaign 
to get underway in early 1957. The chances 
are that with such a pro-television agency 
as McCann handling the company will go 
through with its earlier intentions. Mary 
Kay Cain is slated to be the timebuyer. 


October 22, 1956 


a review of 





REPORT 


current activity 


in national 
spot tv 


ALLSTATE INSURANCE CO. 


(Christiansen Advertising Agency, 
Inc., Chicago) 
The company is now using announcements 
and programs around NBC’s NCAA football 
games. It is currently looking for additional 
placements, in both present and new 
markets. Maitin Fritz, media director, is 
the timebuyer. 


AMERICAN SUGAR 
REFINING CO. 
(Ted Bates & Co., Inc., N. Y.) 


American Sugar is utilizing daytime minutes 
in a 12-week, eight-market spot campaign 
that will end early in November. Charles 
Valentine is the timebuyer. 


ARMOUR & CO. 
(N. W. Ayer & Son, Inc., N. Y.) 


For FROZEN MEATS this company is 
involved in a 13-week spot effort in a handful 
of top markets. Elaine Ogle is the timebuyer. 


BLACK & DECKER MFG. CO. 


(VanSant, Dugdale & Co., Baltimore) 


This maker of do-it-yourself tools is buying 
participations on NBC’s 7T-H-T shows 
starting Nov. 23. But the company will not 





Ivan Hill, vice president in charge of 
Cunningham & Walsh, Inc.’s Chicago 
office, handles Kitchens of Sara Lee, 


Ine. 


supplement this activity with spot schedules 
in other markets as it did last year. (See 
December 1955 Spot Report.) Rita G. 
Eastman is the chief timebuyer; Evelyn K. 
Huttman assists. 


BOONTON MOLDING CO. 
(Hilton & Riggio, Inc., N. Y.) 

The maker of BOONTONWARE is 
reportedly looking for placement of a 
15-minute demonstration film, plus supple- 
mentary minute schedules, in Albany, 
Baltimore, Columbus, O., Cedar Rapids, 
Des Moines, Ft. Wayne, Grand Rapids 
Harrisburg, Kansas City, Lancaster, New 
Haven, Omaha, Pittsburgh, Saginaw and 
Salt Lake City. Marie Carayas is the 
timebuyer. 


BRISTOL-MYERS CO. 
(Young & Rubicam, Inc., N. Y.) 


The word is that BUFFERIN will be coming 
up with quite a lot of tv spot. Seymour 
Drantch is the timebuyer. 


BURLINGTON MILLS CORP. 
(Donahue & Coe, Inc., N. Y.) 


Burlington just started a radio effort in 

in New York, Los Angeles and five southern 
markets. If there is to be any spot tv 
and there might—it won't happen until 
after the beginning of next year. Evelyn 
Lee Jones is the contact. 


CARTER PRODUCTS, INC. 
(Sullivan, Stauffer, Colwell & Bayles, 
Inc., N. Y.) 


The company has recently renewed its 
ARRID placements for another six months. 
Carter is now buying radio spot, more tv 
activity is doubtful for the immediate future. 
Steve Suren is the timebuyer. 


CARTER PRODUCTS, INC. 
(Dancer-Fitzgerald-Sample, N. Y.) 


For its new ARRID WHIRL-IN Carter will 
initiate a 26-week spot drive starting at the 
end of October. The company is placing 
daytime minutes and nighttime minutes 
and 20's. Walter Teitz is the timebuyer. 


(Continued on page 60) 
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Spot (Continued from page 59) 


R. B. DAVIS CO. 
(Samuel Croot Co., Inc., N. Y.) 


The maker of SWEL FROSTING is 
underway with a spot try in New Orleans 
that will run through November, using three 
midday minutes per week. Dolores La Falce 
is the timebuyer. 


DOYLE PACKING OF N. J. 
(Roy S. Durstine, Inc. N. Y.) 


Put this company on the list for possible 





CH.3WSVA-TV 


spot activity around the first of 1957. 
Dorothy Barnett is the timebuyer. 
DR. PEPPER CO. 

(Grant Agency, Dallas) 


This soft-drink firm has extended its 
schedules im severai markets in Texas, 
Oklahoma and Arkansas through December. 


Charles Crandall is the contact. 


FRITO CO. 
(Tracy-Locke Co., Inc., Dallas) 


The southwest division of this company has 





CBS 


HARRISONBURG, VA. 


The Only Television Station in the Shenandoah Valley 





Amazing, isn’t it! 








The Shenan 


~ 





Only one BIG radio station 
and ONE TV station covering 
that whole rich valley! 










doah Valley Market 


is Vital to Sales in Virginia... 


@ $694 million dollars in retail sales — up 43.8%, 1951-1956. 


@ 756,000 population in WSVA area. 


@ WSVA-TV coverage, 89,284 TV homes. (Television Magazine, Sept. 1956). 


@ New Industry. General Electric, Westinghouse, duPont, American 
Safety Razor, Reynolds Metal . . . adding new payrolls and popula- 


tion to the Valley. 





e Represented by 
te PETERS, GRIFFIN, VOODWARD, uve. 


cov WS VA 20 « 


HARRISONBURG, VA. 


The Dominant Radio Station in the Shenandoah Valley 
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Grey Timebuyers 


Through a printer’s error, 
Grey Advertising Agency, Inc., 
was inadvertently omitted from 
the alphabetical listing of the 
2,500 agency television time- 
buyers of the U. S. in the Sep- 
tember 24th issue of TELEVISION 
AGE. 

Following are the names of 
the Grey tv timebuyers 
should have been included in the 
original list: 

Dr. E. L. Deckinger, 
president and director of media 
strategy; Philip Branch, Thomas 
Reilly, Helen Wilbur and An- 
drew Zipprich, media group 
supervisors; Kenneth Allen, Dor- 
othy Houghey, Ken Kearns, 
Joan Rutman, Marie Scotto, 
Joan Stark and Alice Wolf, time- 
buyers. 


who 


vice 











renewed its schedules in some Texas and 
Arkansas markets for another 13 weeks. 
Lawrence E. DuPont is the timebuyer. 


GREATER ATLANTIC & 
PACIFIC TEA CO. 
(Paris & Peart, Inc., N. Y.) 


A & P is expected to, get started soon with 
a program in Providence and Philadelphia. 
It will either be a news show or a half-hour 
film. Virginia Burke is the timebuyer. 


HELBROS WATCH CO. 
(Erwin, Wasey & Co., Inc., N. Y.) 


The five-week spot campaign mentioned in 
Spot Report for Sept. 24 is scheduled to 
unwind Nov. 15 in four or five top markets. 
Don Foote is the timebuyer. 


H. A. JOHNSON CO. 

(Reilly, Brown & Tapply, Inc., 
Boston) 

This company is preparing special promotion 








SPINE-TINGLING 


SHOWMANSHIP 


at your command! 
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KITCHENS OF SARA LEE, INC. 
(Cunningham & Walsh, Inc., Chicago) 


The company is reportedly in the process of 
planning an extension of its tv activity. The 
possibility of more promotion for this 
account is greater now that Sara Lee has 
merged with Consolidated Foods Corp. 


Ivan Hill, vice president, is the contact. 


LEVER BROS. CO. 
(Foote, Cone & Belding, N. Y.) 


The campaign for IMPERIAL MAR- 
GARINE is continuing to expand. Several 
markets have just been added. There will 
be new additions to the list in November, 
which will bring the total of new markets 
recently added to 20. Penny Simmons is 
the timebuyer. 





Jean Carroll, timebuyer at Sullivan, 

Stauffer, Colwell & Bayles, Inc. on 

Smith Brothers is leaving agency Nov. LEVER BROS. CO. 

ii (Ogilvy, Benson & Mather, Inc., 
N.- 3a 


DOVE has just been. started in Illinois 
markets and is next slated for Missouri. 


to plug its new line of MURRAY’S ICE 
CREAM AND DESSERT TOPPINGS. Tv 


stration film for 7-MINIT FLUFFY 
FROSTING over wrri-tv Albany, wer-rv 
Buffalo, wsw-tv Cleveland, wstv Steuben- 
ville, witk-tv Wilkes-Barre and wrsH-Tv 
Wilmington. According to an agency 
(Continued on page 62) 





Honig-Cooper Grows 


Factual testimony to an agen- 
cy’s growth: just two years after 
moving into its new, modern 
building, Honig-Cooper Co. has 
added a three-story wing provid- 
ing a 40% increase in working 
space. 

The San Francisco 
found that within 16 
after occupying its new structure 
in 1954, the area was overcrowd- 
ed. Early in 1956 work started 


agency 


months 


evnaueunnenensoncerenyecnunen 


is included in the ad plans which will 
cover southern New England markets. 
Arthur F. Brown, president and treasurer, 


It is expected that national coverage for 
this product will be attained in another six 
months. Ann Janowicz is the timebuyer. 


on the new wing to accommo- 
date expanding business and a 





is the contact. 


MONARCH FINER FOODS, 
division of Consolidated Foods 
Corp. 

(D'Arcy Advertising Co., Chicago) 


Monarch has just appointed the Chicago 
office of D’Arcy to handle its advertising. 
The president of Consolidated issued a 
statement saying, “We are going to put 
strong support behind our Monarch brand, 
and plan to embark upon an intensive 
program on a market-by-market basis.” 
This can spell spot tv. James B. Wilson, 
D’Arcy vice president, is the contact. 


KAISER ALUMINUM & 
CHEMICAL CORP. 


(Young & Rubicam, Inc., 
San Francisco) 


To augment its network coverage the 
company is placing daytime minutes for 
eight weeks, starting at the end of October 
in the following markets: Chicago, New 
Orleans, Boston, Baltimore, Detroit, 
Minneapolis, St. Louis, New York, Buffalo, 
Cincinnati, Cleveland, Philadelphia, Houston, 
Dallas, Waco, Tulsa, Oklahoma City, 
Syracuse, Kalamazoo, Grand Rapids, 
Shreveport, Tucson, Billings, Butte and 
Great Falls. James McManus, media director, 
is the contact. 


NATIONAL SELECTED 
PRODUCTS INC. 


(Hilton & Riggio, Inc., N. Y.) 


The company is using a 15-minute demon- 


rapidly growing staff. 

The new three-story wing has 
an auxiliary conference room, 
a television film-editing labora- 





tory and a spacious stenographic 
department. Among the special 
features are a sight-and-sound 
room equipped with projection 
facilities and a color tv set and 
a penthouse dining room with 
a complete kitchen and a Bay- 
view sundeck. 

The Honig-Cooper headquar- 
ters is located at 1275 Columbns 











“Three times as many...’”’ 








A leading auto dealer in Milwaukee gets high- 
powered results with a schedule of spots on WXIX. 
Reports the general manager: “In the five months 
since we began using a saturation spot campaign ) 
on WXIX, we have almost tripled our business. 

We have increased our staff from 8 salesmen to 
21...sell 3 times as many new cars as any dealer 
with a similar franchise in the State. We believe wx1x 







alone is responsible for the tremendous record.” 
Accelerate your sales in the rich Milwaukee 
market ... advertise on low-cost, high-speed WxIx. 


omar 





in 


CBS Owned 
4 Channel 19 . Milwaukee 
Represented by CBS Television Spot Sales 
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Spot (Continued from page 61) 


spokesman, the company is considering 
expanding this campaign in some and 
possibly all of the following markets: 
Baltimore, Boston, Dallas, Denver, Houston, 
Jacksonville, Los Angeles, Minneapolis, 
New Orleans, New York, Reading, Portland, 
Me., Roanoke, Salt Lake City and Syracuse. 
Marie Carayas is the timebuyer. 


NATIONAL TAX EQUALITY 
ASS’N. 


(Lauesen & Salomon, Chicago) 


This association is taking a one-shot in 
markets throughout the country. It is using 
a half-hour film show called Senator’s 
Daughter, and NTEA will try to run the 
program two times in every market. In 
addition to the film, the Association is 
buying some five or six announcements— 
minutes and 20’s—promoting the show. The 
plan is to buy two stations in each market 
wherever possible. Arthur M. Salomon is 
the contact. 


NEPTUANALIA, INC. 
(Blaine-Thompson Co., Inc., N. Y.) 


Currently using day and night minutes and 
ID’s, in kitchen shows, in Savannah. But 
there is more spot tv to come, Lee Frankel, 
media director, is the timebuyer. 


PACIFIC GAS AND 

ELECTRIC Co. 

(Batten, Barton, Durstine & Osborn, 
Inc., San Francisco) 


Pacific Gas and Electric will be sponsoring 
the new Gross-Krasne half-hour film series, 
O. Henry Playhouse, in Bakersfield, Chico, 
Eureka, Fresno, Sacramento, Salinas, San 
Francisco and San Luis Obispo. Joan 
McGrath is the timebuyer. 


PICKANDS MATHER & CO. 
(Bayless-Kerr Co., Cleveland) 
The maker of OLGA COAL is in the midst 








GOVERNOR TELEVISION 
presents 
THE LAUREL & HARDY SHOW 


8 years in the top 10 


151 W. 46 St., N.Y.C. 
Art Kerman—JUdson 6-3675 
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Commercials 


Bert and Harry, Piel’s star 
salesmen, continue to lead the 
commercial popularity poll con- 
ducted by the American Re- 
search Bureau in connection with 
both their May and August 
diaries. Hamm’s Beer commer- 
cials were second both months. 
Lucky Strike, which had been 
third in May, dropped to 23rd 
in August as the public appar- 
ently tired of the commercials. 

Others among the top 25 in 
the August sample included, in 
the order of their ranking: Alka 
Seltzer, Raid Insect Spray, 
Dodge, Ford, Rheingold Beer, 
L&M, Pepsodent, Revlon, Gill- 
ette, Camel, Tonette, Pamper, 
General Electric, Lincoln-Mer- 
cury, Snowdrift, AC Spark Plug, 
Kraft, Ballantine, Northern Tis- 
sue, Toni, Dr. Pepper, National 
Bohemian, Pabst, Top Value 
Stamps, Valley Dale Meats. 











of a spot campaign that will run through 
Nov. 3 in the following markets: wwJ-Tv 
Detroit, wLw-p Dayton, wrvr Richmond, 
WSLS-TV Roanvke, wrop-Tv Washington, 
wsJs-Tv Winston-Salem and csLt Toronto. 
George H. Kilbride, media director. 


QUAKER OATS CO. 
(John W. Shaw Co., Chicago) 


The company is buying for its AUNT 
JEMIMA CORN BREAD MIX. The 
schedules will first run in the south in a 
six-week campaign starting at the end of 
October, using three to four nighttime spots 
a week. If these Class A times are not 
available, the company will make an 
equivalent buy in other periods. Minutes 
and 20’s willl be bought. In some markets 
the schedules will be retained and extended 
for 52 weeks. As the product gets national 
distribution, the spot coverage will follow, 
with similar buys probably beginning 
around the first of 1957. Roberta Landers 

is the timebuyer. 


RALSTON PURINA CO. 
(Gardner Advertising Co., St. Louis) 


For PURINA DOG CHOW Ralston is 
placing nighttime minutes in 15 to 20 markets 
in the south and southwest. This activity 

is following the tests earlier this year. 
These placements are schedules for long 
runs. The company will be picking up 
clusters of markets in other areas from time 
to time. Patricia Schinzing is the timebuyer. 


RED L FOODS CORP. 
(Hilton & Riggio, Inc., N. Y.) 


This frozen-foods firm is now going with 
minute announcements over KSD-Tv St. Louis, 
and it is considering expansion, with the 

















Co., Pepperell Manufacturing Co. 


RUDY MAFFEI: Gaines Dog Food. 


Instant Maxwell House Coffee. 


Crisp and Treat Pak. 


PETER DALTON: Ivory Snow. 


DAVID HAUGHEY: Prell. 
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following markets as possibilities: New 
York, Chicago, Baltimore, Washington and 
Boston. Marie Carayas is the timebuyer. 


REMCO INDUSTRIES, INC. 
(Webb Associates, Inc., N. Y.) 


This maker of plastic toys for boys is 
already in some markets. Starting around 
November, it will pick up many more 
markets, running its total to some 50. 
These spot placements will supplement 
its part sponsorship of ABC-TV’s hour live 


RICHARD TREA: Continental Oil Co. 


GRACE PORTERFIELD: General Foods Institutional and miscellaneous and 
PAUL REARDON: Krinkles, Post Tens, Post Toasties, Raisin Bran, Sugar 
ED SEMEL: Bran Flakes, Grape Nuts and Grape Nuts Flakes. 


Group IV, handles Procter & Gamble Co. products, under supervision of 
Mr. Rich, assisted by Messrs. Currlin and Kanner: 


JUSTIN GERSTLE with ALAN YOBLON: Tide. 


HENRY LINDEN with ALAN HORNELL: Crest. 





Agency Timebuying Assignments 


BENTON & BOWLES, INC., N. Y. 


Vice president in charge of media, David P. Crane. 


Associate media directors: Milton Kiebler, vice president; Lee Rich, vice 
president; Ed Bowman and Michael Donovan. 


Assistant media directors: John Collins, Lee Currlin, Don Harris, Bern 
Kanner, Tom Mahon and William Murphy. 


Benton & Bowles broadcast buyers are divided into four groups. 


Group I, under supervision of Mr. Kiebler, assisted by Mr. Collins: 
FRANK CARVELL: Benson & Hedges, subsidiary of Philip Morris (Parlia- 
ment) and Florida Citrus Commission. 


JOHN GIEBEL: S. C. Johnson & Son and Western Union. 
JUSTIN GERSTLE: This Week Magazine. 


HELEN KOWALSKY: Grove Laboratories, Inc.. M & R Dietetic Laboratories. 
Inc. (Pream), Mutual Life Insurance Co. of New York, Norwich Pharmacal 


DAVID LAMBERT: Carling Brewing Co. and Diamond Match Co. 


Group II, under supervision of Mr. Bowman, assisted by Mr. Harris: 
DON CHAPMAN: Studebaker-Packard Corp. 





JOE FIERRO: French Government Tourist Office and Railway Express Agency. 


SAM HAVEN: American Express Co., Ansco, division of General Aniline & 
Film Corp. and Association of American Railroads. 


Group III, handles General Foods Corp. products, under supervision of Mr. 
Donovan, assisted by Messrs. Mahon and Murphy. 


ROGER CLAPP: Bliss Coffee, Regular Maxwell House Coffee and Yuban Coffee. 














ROBERT MORTON: (Canadian markets for P & G products). 
DAVID WEDECK: Camay, Pin-It. With RICHARD MUELLER: Whirl and Zest. 





show, Circus. Bernard Schiff, tv director, 
is the timebuyer. 


HAROLD F. RITCHIE CO. 
(J. Waiter Thompson Co., N. Y.) 
This company’s SCOTT EMULSION 
campaign is underway in over 30 markets 
and, as usual with this advertiser, will 
carry through until spring. Joe Barker and 
James Horning are the timebuyers. 
(Continued on page 65) 
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The latest and most comprehensive 


survey* on trade paper readership 
in the TV- Radio field reveals this fact: 





Television Age 
has more readership 
among tumebuyers, 

account executives and 


ad managers than any 


publication in the field. 


For proof of 


see opposite page. 
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In a survey conducted by the advertis- 
ing agency, Doug Johnson & Associates, 
Syracuse, New York, 2500 question- 
naires were sent to a cross section of 
timebuyers, account executives and ad 
managers. 653 replies were received. 
Here are the results: 


Question #1 


To which of the following trade publica- 
tions do you subscribe? 


The Answer: 


Publication Percent subscribing 
TELEVISION AGE 65% 
Publication “B” 48% 
Publication “C” 45% 
Publication “D” 26% 
Publication “E” 16% 


Question #2 


Which of these trade publications do you 
read? 


The Answer: 


Percent of readers replying: 
Publication **Regularly"’ ‘‘Occasionally"’ 
TELEVISION AGE 52% 38% 
Publication “B” 41% 33% 
Publication “C” 41% 26% 
Publication ““D” 20% 20% 
Publication “E” 13% 17% 


Question #3 
Which magazine offers you the greatest 


ease of reading... both editorial and ad- 
vertising content? 


The Answer: a 


Publication *Percent 


TELEVISION AGE 189.7 
Publication “B” 167.9 
Publication “C” 96.8 
Publication “D” 36.9 
Publication “E” 24.7 


*Weighted average reflecting single and multiple choices 


The complete facts are 
available on request 


Television Age 


444 Madison Ave., New York 22, N.Y. 





EUGENE (GENE) ALNWICK, 
formerly timebuyer at Compton Ad- 
vertising, Inc., New York, has joined 
C. J. LaRoche & Co. He will buy 
for all the products using broadcast 
media, including Necco Candy, 
Norelco Electric Shavers and Rev- 
lon Products (Aquamarine Lotion 
and Deodorants and _ beauty-treat- 
ment products). These timebuying 
chores will be split with Doris 
Gould. Before Compton, Mr. Aln- 
wick was with Dancer-Fitzgerald- 
Sample, Inc. 


CHUCK WILDS, former chief 
timebuyer at N. W. Ayer & Son, 
Inc., New York, who recently re- 
turned from a year’s trip to Europe, 





is back at Ayer—this time as sports 
director, succeeding Jack Purves, 
who has moved on to CBS-TV as 
sports sales manager after 26 years 
with the agency. 


JAMES R. TELISKY has been 
named media director of the Detroit 
office of Geyer Advertising, Inc. He 
previously was with the media de- 
partment of Campbell-Ewald Co., 
Detroit. Among Geyer’s Detroit ac- 
counts is American Motors. 


JEAN ZEMLOWITZ has been ap- 
pointed media director of Berming- 
ham, Castleman & Pierce, Inc., 
New York. Miss Zemlowitz formerly 
was with the Seix Co. and Lewin, 
Williams & Saylor, Inc. 


DON HELLER, former timebuyer 
at Warwick & Legler, Inc., New 
York, is now at Al Paul Lefton Co. 
where he is handling buying for 
Martinson’s Coffee, Greater New 
York Racing Ass’n and RCA Tube 
Div. 





Personals 


SAM VITT, at one time time- 
buyer at The Biow Co., has joined 
Doherty, Clifford, Steers & Shen- 
field, New York. He will be time- 
buying for most of the agency's ac- 
counts using broadcast media, 





Bristol-Myers 
Mr. Vitt succeeds Jerry Gibson, who 
has been promoted to account man 
in the Pharmaco Inc. group. 


including products. 


JOHN HUGHES, formerly time- 
buyer on Sunshine Biscuit Co. at 
Cunningham & Walsh, Inc., New 
York, has moved over to Warwick 
& Legler, Inc., working on Ex-Lax, 
Williams Baking Co. and Tangee 
(liquid make-up). 


MORT REINER and LEO LA 
MONTAGNE have been promoted 
to timebuyers at Product Services, 
Inc., New York. The products they 
will handle are Roto-Broil, Glamor- 
ene, Bymart-Tintair and Continental 
Car-Na-Var (wax). All these ac- 
counts are tv-active. In addition to 
Messrs. Reiner and La Montagne, 
much of the timebuying is done by 
Les J. Blumenthal, executive vice 
president. 


CLAIRE CRAWFORD has been 
named in charge of radio and tele- 
vision at Blaine-Thompson Co., New 
York, reporting to Lee Frankel, 
media director. This is actually not 
a new appointment for Miss Craw- 
ford, who has been at the agency 
for a year and recently has taken 
over most of the timebuying and 
commercial production chores. 
Among the accounts that will be ac- 
tive in tv is Merkel Meats, plus “a 
few others” that are planning drives. 





Spot (Continued from page 63) 


RIVAL PACKING CO. 
(Charles Silver & Co., Chicago) 


The maker of RIVAL DOG FOOD is still 
in there making buys. The company has a 
very flexible attitude as to the kind of buys 
it will make. In sum, it can be said that 

it will make the best possible buy in a 
market. Maxine Ziv is the timebuyer. 


SEECK & KADE, INC. 
(McCann-Erickson, Inc., N. Y.) 


Any spot activity for PERTUSSIN will 

be kept under wraps until the cold weather 
sets in, and then only as a supplement 

and an advertising additive where 

needed. The big money in broadcast is 
being spent for the company’s co-spon- 
sorship of ABC-TV’s Adventures of Jim 
Bowie. Jay Schoenfeld is the timebuyer. 


(Continued on page 66) 
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“Required ae 
—Broadcasting-Telecasting. 


The classic book on 
Television 
Programming 
and Production | 


THIRD EDITION 


By RICHARD HUBBELL 
Former Producer-Director-Writer, CBS-TV 
206 Illustrations. 


OW ... brought right up-to-date— 
the book that first introduced the 
basic theories and techniques of modern 
TV program production . . . the standard 
authority in colleges, universities and 
professional schools . “The Bible” of 
TV stations across the land. Here is the 
very latest word on camera techniques, 
picture composition, shooting scripts, 
use of music, lighting, sound effects. 
You see in pictures and text, how today’s 
programs and commercials are produced 
and directed. Dozens of new pictures 
illustrate latest techniques, programs, | 
ideas . . . an invaluable book. 


MONEY BACK GUARANTEE 
)- > --- = ——= 











RINEHART & CO., Dept. TV1 
| 32 Madison Avenue, N.Y. 16, N.Y. | 
| Please send me —— copies of Television Pro- 
gramming and ‘Production by Richard Hubbel l 
| @$5.58 a copy. If at the end of 10 days I am in 
any way dissatistied, I may return the book(s) | 
l for a full refund. | 
| NAME | 
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SOCONY MOBIL OIL CO., INC. 
(Compton Advertising Co., N. Y.) 


The following is a list of 65 stations and 
markets carrying the NTA half-hour film 
series Sheriff of Cochise. wNEM-TV Bay 
City, Kooxk-Tv Billings, kryr-tv Bismarck, 
wttv Bloomington, Kipo-tv Boise, KXLF-TV 
Butte, KFvs-Ttv Cape Girardeaux, WMT-TV 
Cedar Rapids, wcia Champaign, KFBC-TV 
Cheyenne,’ wnsQ Chicago, wiw-t Cincin- 
nati, KYw-tv Cleveland, Kktv Colorado 
Springs, wBns-tv Columbus, O., woc-Tv 
Davenport, KLz-Tv Denver, wHO-Tv Des 
Moines, wwJ-tv Detroit, KDAL-tv Duluth, 
WEHT-TV Evansville, woay-tv Fargo, 
wkJc-tv Ft. Wayne, KREXx-tv Grand Junc- 
tion, woop-tv Grand Rapids, KcKT-TV 
Great Bend, KFrses-tv Great Falls, KRcG-TV 
Jefferson City, KcMo-tv Kansas City, 
KHOL-TV Kearney, wkBtT-tv La Crosse, 
wJim-tv Lansing, KLRJ-tv Las Vegas, 
wima-tv Lima, KOLN-tTv Lincoln, kttv Los 
Angeles, wisc-tv Madison, K¢Lo-Tv Mason 
City, wrec-tv Memphis, wrmJ-tv Mil- 
waukee, wcco-tv Minneapolis, KCJB-TV 
Minot, K¢vo-tv Missoula, wLBc-tv Muncie, 
wsix-Tv Nashville, wasp New York, 
wow-tv Omaha, WEEK-TV Peoria, KOAM-TV 
Pittsburg, KHQA-TV Quincy, KoTA-Tv Rapid 
City, wrvo Rockford, Ksp-tv St. Louis, 
KSL-TV Salt Lake City, kvtv Sioux City, 
KELO-TV Sioux Falls, wspt-tv South Bend, 
wics-Tv Springfield, Ill, wspp-tv Toledo, 
wiBw-Tv Topeka, wPBN-Tv Traverse City, 
wsau-Tv Wausau and ktvH Wichita. 


SMITH BROTHERS 


(Sullivan, —" Colwell & Bayles, 
Inc., N. 


The tv-spot ee by Smith is for WILD 
CHERRY COUGH DROPS only. It is 
scheduled for a Nov. 5 start in selected 
markets around the country and is slated 
to run for 12 weeks. However, there will 
be a hiatus of a few weeks taken in the 
middle of the campaign. Jean Carroll is the 
timebuyer. (Incidentally, Miss Carroll will 
be leaving the agency on Nov. 1.) 


STERLING DRUG, INC. 
(Thompson-Koch Co., N. Y.) 





Mary Kay Cain, of McCann-Erickson, 
Ine.’s branch in L. A. is slated to buy 
for Adolph’s Ltd. 


A campaign for IRONIZED YEAST is just 
about getting started in selected major 
markets. The schedules will consist mostly 
of early-evening minutes and are to run for 
nine weeks. Robert Hall is the timebuyer. 


STROH BREWERY CO. 


(Zimmer, Keller & Calvert, 
Detroit) 


As it did last year, this beer company is 
sponsoring the telecasts of the Detroit Red 
Wings hockey games. Again the three 
Detroit stations— —-WJBK-TV, WWJ-TV, WXYZ-TV 
—are cooperating so that one of them 
carries each one of the games. The games 
will also be telecast over wwtv Cadillac, 
WJIM-Tv Lansing, WKNX-TV Saginaw and 
WPBN-TV Traverse City. Clyde D. Vortman is 
the timebuyer. 


UNITED VINTNERS, INC. 
(Young & Rubicam, Inc., 


San Francisco) 


The distributors of PETRI WINE are 
using schedules that will run into May 1957 
in New York, Providence, San Francisco 
Portland, Ore., Chico, Redding, Eureka, 
Sacramento, Salinas and Stockton. James 
McManus, media director, is the contact. 


Inc., 





AN ADDRESS OF DISTINCTION 


New York’s Best Location! 















FIFTH AVENUE AND 44th STREET 

NEWLY DECORATED ROOMS AND SUITES 

THE MANSFIELD is convenient to all transportation 
and within walking distance of SHOPPING CENTERS 
BROADWAY THEATRES UNITED NATIONS 

ys RADIO CITY BUS, RAIL and AIR TERMINALS 


X 
DINING ROOM AND 
COCKTAIL LOUNGE 


"Al the Television Center of Town” 


MANSFIELD Gigi 


12 WEST 44th STREET JUST OFF FIFTH AVENUE 
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Washington Memo 


CAMPAIGNING ON TV. As election 
day approaches and more and more 
favorite video programs are pushed 
aside or shortened for political speech- 
es, it seems pertinent to inquire just 
how useful television is for campaign 
purposes. As far as is known, nobody 
has ever won or lost an election be- 
cause of tv (unless exposure on the 
screen proved disastrous). 

It has been said by responsible 
people before Congressional commit- 
tees that the party with the most 
money to buy tv time has a distinct 
advantage at election time. Therefore, 
it has been proposed that equal time 
be provided gratis, either at the ex- 
pense of the stations and networks or 
through government subsidy, to pro- 
tect the financially poorer candidate 
or party against the richer. Impressive 
arguments have been made that unless 
this is done the successful party or 
candidate will become indebted to 
sources which provide the money for 
tv. When the new Congress convenes, 
we shall doubtless hear more on this 
subject. 

It may be recalled that former 
President Truman won the election 
of 1948 largely through a “whistle 
stop” campaign in which he went up 
and down the country on a railroad 





train, making hundreds of personal 
appearances in which he defended his 
Administration against Republican at- 
tacks. Of course, the television audi- 
ence was relatively inconsequential 
at that time—there were less than a 
million sets in use—and it may be 
that his victory proved only that he 
was a more effective campaigner than 
Thomas E. Dewey. 

Well, then, 1952 


campaign? There were nearly 20 mil- 


what about the 


lion sets in use then, and it was 
possible to reach half the population 
through the medium. Television was 
still quite a novelty, and its impact 
on the viewer was probably greater 
than it is now. The conventions and 
the candidates were brought into 
millions of homes, and the people 
watched. Both parties used tv exten- 
sively, the Republicans more than their 
opponents. But there is no evidence 
that it affected the outcome. President 
Eisenhower carried many states which 


had no television or very little of it. 


NIXON INCIDENT. Only in one 
respect was the use of television deci- 
sive. That was when the Republican 
nominee for Vice President, Richard 
Nixon, used it to defend his acceptance 
of financial aid from a “Committee 


of 100” in California to carry on his 
Senatorial activities. It is known that 
favorable reaction of local party or- 
ganizations to that tv talk avoided 
what might have been a highly em- 
barrassing situation on the Republican 
ticket. 

Mr. Nixon, incidentally, is skeptical 
of tv’s 


appropriate techniques are employed. 


value in an election, unless 
It is noteworthy that he did not make 
his first 


the current campaign until Oct. 4, 


national tv appearance for 
when he answered unrehearsed ques- 


tions from reporters televised from 
distant points without benefit of text 
or teleprompter. The technique com- 
bined the See Ji Now and Press Con- 
ference formats. 

Probably the most comprehensive 
study on the effect of tv on elections 
book. Tele- 
vision and Presidential Politics, by 
Charles A. H. Thomson (Brookings 


Institution, Washington, D.C., $1.50). 


is contained in a recent 


Mr. Thomson concedes that “no one 
knows with any scientific exactitude 
what the impact of television has been 
on politics or what potentials it may 
hold for the future.” He is certain, 
however, that the impact has already 
been “considerable” on behavior of 
candidates and on the political educa- 
tion of the public. 

Mr. Thomson cites an unpublished 
study made for NBC on the impact 
of the 1952 conventions on a sample 
New York. Regarding 
this study, which was based on inter- 


audience in 


views with the same group of viewers 
before and after the conventions, Mr. 
Thomson asserts: “It appeared that 
the conventions enlarged interest in 
voting both in amount and degree, 
and increased preference for the 
Republican Party. Viewing intensified 
interest in the conventions, and in- 
creased reliance on television as a 
main source of information about the 
conventions and elections at the ex- 
pense of magazines, radio, conversa- 


tion and newspapers, in that order.” 


CONFLICTING EVIDENCE. How- 
ever, a study by Herbert A. Simon 
and Frederick Stern 
comparison of voting figures in coun- 
ties of high and low tv density in 
Iowa in 1952 indicated that there was 
no significant difference in turnout 

(Continued on page 68) 
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Farm 


Huntington, W. Va., has used ad- 
vertising on WSAZ-TV Huntington. C. E. 
Hesson, general manager of the com- 
pany, credits television with good re- 
sults. “Our sales of farm implements 
this season,” he says, “have increased 
to almost double those of last season. 
We have proof of definite sales having 
been consummated from tv ads only. 
Our territory has been expanded sev- 
eral miles beyond the territory pre- 
viously covered by our salesmen.” 

The Georgia Tractor and Implement 
Co. is sponsor of WsFA-Tv Mont- 
gomery’s Weatherman show. Brizard 
Mathews Machine Co. uses spot an- 
nouncements on KIEM-TV Eureka, Calif. 

In Madison, Wis., the Hanley Imple- 
ment Co. advertises its farm equip- 
ment on WMTV Madison, and in 
Greenville, N. C., the Harrington Farm 
Implement Co. finds wNnct Greenville 
effective. In the Carolina market, J. A. 
Tharrington & Sons, farm-equipment 
concern, is a regular user of television 
on stations WNCT Greenville, wITN 
Washington and wstw Florence. 

The Wisconsin Implement Dealers, 
of Madison, use WMTV Madison via a 
15-minute program. Long Manufac- 
turing Co., makers of tobacco-curing 
and harvesting machinery, has used 
television schedules on wtvp Durham, 
wNac-TV Raleigh, wstw Florence, 
S. C., and wnct Greenville. In the same 
area Powell Manufacturing Co. ad- 
vertises its farm equipment on WNCT 
Greenville and witn Washington. 

Even lightning-rod manufacturers 
have found television helps to sell their 
product. George E. Thompson Co., of 
Minneapolis, Minn., manufacturers of 


(Continued from page 58) 








SO STIRRING 


IT THRILLS 


As TV has 
never done before. 
a 
Ziv’s New Star-Spangled Rating Winner 


SEE PAGES 
18A, B, C 
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Color Contest 


wky-Tv Oklahoma City is 
relying on the power of children 
in a new promotion of color tv- 
set sales. The vehicle for this 
latest tint push is the across- 
the-board Giant Kids Matinee 
(5 to 6 p.m.), which is telecast 
in color and sponsored by 
Dulaney’s, RCA distributor in 
Oklahoma. 

The program features a Giant 
Color Mystery Contest. And the 
only way the little folks can 
enter is by reading rules and 
directions appearing in color 
only on a specially-designed card. 
It is hoped that this type of 
visual teasing will bring Mom 
and Dad, propelled by the kids, 
into the dealer stores during the 
colorcasts. Everyone entering the 
contest receives a color pioneer 
button and official certificate. 
Grand prize is an RCA color 
set. 

WKyY-Tv, which lays claim to 
the title of the nation’s first 
independent color-tv station, tele- 
casts in color two other local, 
live across-the-board shows, 
along with the NBC-TV color 
schedule every night of the week. 











“Thompson’s_ lightning protection,” 
has found that its best results come 
from announcements rather than pro- 
grams. R. W. Lindquist, sales manager, 
says that the most sales came when the 
commercials were used soon after a 
severe lightning storm. Because of this, 
they are arranging television schedules 
during the lightning season. 





Wash. 
or preference for Mr. Eisenhower. 

Another study cited by Mr. Thom- 
son, conducted by Miami University 


(Continued from page 67) 


(Ohio), found that Mr. Stevenson 
gained more from tv than did Mr. 
Eisenhower. The results of the election, 
it concluded, “apparently would have 
been the same, with or without this 
new, and as yet untested, means of 
political communication.” 

Still another study by Angus Camp- 
bell, Gerald Gurin and Warren E. 
Miller found that while tv provided 


the most information on the 1952 
campaign of the mass media, more 
people “paid attention” to the cam- 
paign through newspapers and radio 
than through tv. This study concluded 
that the influence of the various media 
was “difficult” to appraise. 

Evaluating these and other findings, 
Mr. Thomson concludes that the 
“youth” of television and the short 
time it has played an important role 
in the political scene precludes a 
reliable judgment. 

“Scientifically speaking,” he de- 
clares, “very little is known about the 
true measure of its impact on politics 
or on political nominations and elec- 
tions. Laymen and practitioners, both 
of politics and of communications arts, 
are rapidly developing a body of 
precepts and principles to guide their 
practices. It seems certain that tele- 
vision offers an unexampled resource 
for political communications and for 
the political education of the nation 
as one community. Television has 
taken its place in the spectrum of 
communications media. As it comes 
to maturity, it affords the most hope 
yet offered by any medium of com- 
munication for the creation of a 
genuinely national politics, quickly 
responsive to the political currents of 
the age.” 





News 
agency seeking the latest pertinent 
data on sponsorship history for auto- 
mobile tires: will be able to contact 
Televic and immediately receive a 
complete rundown on the subject, by 
network or national spot, by time 
period, by brands, by dates, by dollars 
invested, etc., in any conceivable 
combination. All of this information 
will be current. At present, it may 
take hours or days to obtain these 
facts—and often the information is 
out of date.” 

Pointing out Televic’s main func- 
tion, Mr. Treyz continued: “At TvB, 
the new IBM unit will electronicaily 
store, index, calculate and tabulate 
data now contained in voluminous 
files, duplicated in the offices of 
advertisers and agencies all over the 
U.S. Televic represents a major step 
forward in TvB’s program to enable 
advertisers to get immediate access 
to all the facts which will enable 
them to use tv more productively.” 


(Continued from page 31) 





Wall Street Report 


Storer Stock Soars. When TELE- 
VISION AGE first referred to the offer- 
ing of stock in the Storer Broadcast- 
ing Co., it was—investment-wise—a 
relatively unknown situation. But since 
then the company’s progress, both tv- 
wise and profit-wise, has been striking. 
It is the most notable among the tv 
securities for the steady improvement 
in facilities and earnings. 

The stock, selling for as low as $7 
per share in 1953, was split in Feb- 
ruary 1955, and sold as high as $29.50 
per share this year. On October. 12 it 
closed at 26% per share. 

It’s interesting to note that until 
1949 the tv side of the business made 
no profit contribution to the Storer 
operation. But by 1951 the tv division 
was contributing the major share of 
the company’s profits, and in 1955 
gross revenues from tv totaled $19,- 
688,830, compared with $4,362,895 
from radio. 

According to the latest information 
released upon the sale of 200,000 
shares of Storer common for George 
B. Storer, 41.7 per cent, or $8,200,000, 
of the company’s total tv receipts came 
from the sale of national spot adver- 
tising. Local advertising contributed 
33.1 per cent of the company’s gross 
tv sales. 

In the six months ended June 30, 
1956, Storer’s tv gross revenues hit 
$11,971,418, compared with $9,034,- 
911 in the first half of 1955. More- 
over, in the same first half revenue 
from radio broadcasting jumped by 
over $200,000 to $2,331,818. Thus, 
Storer is showing strength in both di- 
visions of its operations at a time 
when radio revenues are weakening 
for many broadcasters. 


Eye on Expansion. Storer now owns 
and operates seven tv and seven radio 
stations and is the largest independent 
broadcasting owner and operator in 
the country. Storer, by its own esti- 
mates, serves seven cities with a total 
population of 14,835,468 and a tv-set 
population of 4,731,842. The cities 
included are Atlanta, Birmingham, 
Cleveland, Detroit, Toledo, Miami and 
Portland, Ore. 


Storer is seeking to expand its op- 
erations, and toward that end it 
agreed, on July 7 last, to purchase 
WMUR-TV Manchester, N. H. The pur- 
chase, however, is subject to FCC ap- 
proval. Storer wants permission to 
move the WMUR-TV transmitter site to 
a location 26 miles outside of Boston 
so it can hit the 3,840,000 people in 
the Greater Boston area, along with 
the Manchester community. 

Storer also has signed a contract to 
purchase the outstanding construction 
permit for vhf station KSLM-Tv Salem, 
Ore., to be located 44 miles south of 
Portland. Construction of the station 
has not started, but once again Storer 
is seeking FCC approval of a shift in 
transmitter site, this time to nine miles 
outside of Portland. This would per- 
mit the station to serve a population of 
1,346,000 in the Salem-Portland area. 


Court Test Pending. Since Storer 
now has the maximum number of sta- 
tions permitted by FCC regulations 
(five vhf and two uhf), it would ap- 
pear that Storer will have to sell some 
units to consummate these transac- 
tions. The company indicates it might 
sell one of its present stations to win 
approval for a Boston outlet, but gives 
no hint of its attitude on the Portland 
situation. 

However, it is fighting the current 
“multiple ownership case” in the 
courts, where it hopes to upset the 
FCC rule that limits tv-station owner- 
ships to seven. The Supreme Court last 
May upheld the authority of the Com- 
mission to set a limit on the ownership 
of stations, but did not decide whether 
the FCC had a valid reason for deter- 
mining that seven was the proper 
number. Storer is now appealing on 
this point to the U. S. Court of Ap- 
peals. 

If the company succeeds in its ef- 
forts to overturn the FCC ruling on 
this point, it will increase the Storer 
profit potential tremendously. With the 
addition of these two units the Storer 
market would jump by at least five 
million. However, even if the ruling 
is not upset, it seems probable that 


(Continued on page 76) 
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OM one-month subscription will show you why Television 
Digest is must reading for the leaders of the industry every week. 
The trial will show you why some of the biggest names in Television 
insist on air mail special delivery service to their homes so that they 
can read the issues on Sunday—come to work on Monday prepared 


to make key decisions. 


Television Digest saves precious hours for you. The skilled editors 


prree — 1-Month Trial 
Subscription. Just re- 
quest it on your 
letterhead. There 
is no obligation. 


read scores of publications—contact limitless sources—in order to 


give you the facts you want and need—the interpretations that put 
facts in proper perspective. 


And what you read in Television Digest you know is accurate and 


dependable. 
, / 
Won 


WYATT BUILDING + WASHINGTON 5, D.C. 
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TELEVISION AGE 


Report by Markets, 
October 22, 1956 


The figures listed below are secured 
from the stations. They are presented 
as a service by TELEVISION AGE. For 
further information regarding the fig- 
ures and their sources, contact the sta- 
tions. Outlets equipped to carry net- 
work or local color are listed with the 
number of color sets in each market, 
where such figures are available. Aster- 
isks indicate stations equipped for col- 
or but which have submitted no 
figure. Italics indicate stations not yet 
on the air, channel numbers and target 
dates. Daggers (+) indicate that the 
station has asked that no set count 
figure be published. 

In addition to set figures the two 
principal executives of each station are 


listed. 








Total commercial stations: 
Total markets: 
Total estimated b&w sets: 
Total estimated color sets: 


Totals 


469 

302 

38,530,000 
100,400 








City 


Station Vhf Uhf Color 





Birmingham 


Decatur 


Dothan 


Montgomery 


Mesa 
Phoenix 


Tucson 


ALABAMA 
WABT 370,000 *_— 
Henry P. johnston, p. & mng. d.; 
Charles F. Grisham, v.p. chg. 


sls. 

WBRC-TV 366,400 200 
J. Robert Kerns, v.p. & mng. d.; 
Oliver V. Naylor, nat. sls. m. 
WMSL-TV 32,500 _— 
Frank Whisenant, p. & g. m.; 

wit? C. Blizzard, st. m. 


WALA-TV 128,70 
W. B. Pape, m.; Jim McNamara, 

sls. m. 

WERG-TV 187,500 *— 
C. P. Persons, Jr., v.p. & g. m. 
WCOV-TV 79,500 25 
Hugh M. Smith, g. m. 

Morris South, loc. sls. m. 
WSFA-TV 146,969 61 
Hoyt Andres, v.p. & st. m.; Robert 

L. Tuttle, nat. sls. supv. 


ARIZONA 
KVAR (see Phoenix) 
KOOL-TV 175,000 500 
Kenneth Morton, st. m. & sls. m. 
KPHO-TV  i46,090 
Richard B. Rawls, g. m. ; Howard 
Stalnaker, c. m. 
TVK 175,000 200 
as Van Duzer, st. m.; Burton 
LaDow, c.m. 
KVAR 141,480 bd 
Dwight Harkins, m.; B. W. (Bill) 
rvey, c. m. 
KDWI-TV a 
D. W. Ingram, 
Hayes, g. m. 


p.; James W. 





Set Count: 





City Station Vht Uhf Color 
KOPO-TV 58,839 _ 
E. S. Mittendorf. z. m.: Bernie 
Perlin. sls. m. 
KVOA-TV 55,400 — 
Clinton D. McKinnon, p. & g. m.; 
R. (Duey) DuBois, sls. m. 
Yuma KIVA 27,500 
Ray C. Smucker, g. m.; Richard 
Newland, sls. m. 
ARKANSAS 
El Dorado KRBB 49,000 
ioe 5. ,_Pomneen, st. m. & sls. m 
Fort Smith KFSA-T 
= * Slates, g. m. ; Roland Hund- 
Little Rock KARK-TV 159,904 200 
T. K. Barton, v.p. & g. m.; Lee 
Bryant, c. m. 
KATV (see Pine Bluff) 
KTHV 177,930 199 
B. G. ae. g. m.; Wm. V. 
Hutt, 
Pine Bluff KATV ” 118,694 7 
John H. Fugate, = m.; Ben 
Holmes, nat. sls. 
Texarkana KCMC-TV (see Gennshene, Tex.) 
CALIFORNIA 
Bakersfield KBAK-TV 100,000 — 
A. H. Constant, v.p. & g.m. 
KERO-TV 153,000 450 
Gene DeYoung, p. & g. m.; Ed 
Urner, v.p. & nat. sls. m. 
Chico KHSL-TV 70,900 -— 
M. F. Woodling, st. m.; George 
Ross, nat. sls. m. 
Eureka KIEM-TV 35,000 - 
William B. Smullin, p.; Donald 
H. Telford, st. m. 
Fresno KFRE-TV 252.299 - 
Edward J. Frech, v. p. & st. m.; 
Robert Klein, nat. sls. m. 
KJEO 173,000 500 
Joseph Drilling, v.p. & g. m.; W. 
O. Edholm, e.m. 
KMJ-TV 170,000 400 
Perry Nelson, st. m.; Wilson Lef- 
ler, sls. m. 
Los Angeles KABC-TV 2,368,464 os 
Selig J. Seligman, g. m.; Elton 
Rule, gen. sls. m 
KCO 2,368,464 
a a v.p. & g. m. ; Amos 
KHJ-TV 2.545.399 3,810 
John T. ~— v.p. & g. m.; 
Howard L. a sls. m. 
KNXT 2,368,4 _ 
James T. amg Jr., &. ™M.: 
Ro c ood. gen. sis. . 
RCA 2,511,89 3,527 
Thomas C. McCray, v.p. & g.m.; 
James Parks. «le. m 
TLA 2,511,895 3,527 
Lew Arnold, acting st. m.; Robert 
ohr, g. sls. m. 
KTTV 2,545,399 -- 
Richard . Moore, & m. ; 
John R. Vrba, b_V-D- es &. 
Redding KVIP 
Gearve © harty, p &g 
Sacramento KBET-TV 366,550 750 
ohn H. Schacht, v.p. & g. m.; 
George J. Kapel, sls. m. 
KCCC- 210,000 = 
Ashley L. Robison, ex. v. p.; A 
J. Richards, g. m. 
KCRA-TV 356.840 1,500 
Ewing C. Kelly, p. & g. m.; Robert 
t. Kellv. nat. «ls. m. 
KGMS-TV—(46) Nov. 
Salinas KSBW-TV 349,924 
John C. Cohan, p. & gz. m. : Ge- 
ham H. Moore, sls. m. 
San Diego KFMB-TV 418,997 


Tijuana, Mex. 


San Francisco KGO-TV 


George Whitney, v.p. & g. m. : Bil 
Fox, g. sls. m. 


KFSD-TV 407,000 225 
William E. Goetze, g. m.; Jay 

Grill, sls. m. 
4 401,096 


Julian M. Kaufman, v.p. & g. m.; 
William G. Muel'er, bus. m. 

1,204,025 

James H. Connolly, v.p. ; David M. 
Sacks, gen. sls. m. 











City Station Vht Unf Color 
1,500 


Lou 


1.112 
Norman 





KPIX 1,200,000 
Philip G. 


sasky. 
Simon, sls. 
KRON.-TV 1 “206. 717 
Harold P. a g. m.; 


Louvau. sis. 
AN-TV 316,000 = 
Richard P. Bott, g. m.; Bob Kane, 
nat. sis. 
San Jose KNTV "545, 479 
Fran Geena, g. m.; Hal Chase, 


sls. 
KVEC-TV 108,114 — 
Les Hacker, g.m.; Si Darrah, c. m. 


Santa KEY-T 227,918 — 

Barbara Colin - Selph, D. ; Thomas C. 
Chace, rgnl. sis. m. 

Stockton KOVR "e363, 097 _ 

Terry Hamilton Lee, p. & g. m.; 

Jay Watson. sls. m. 

250,000 oe 

Ron Freeman. 


st. m.; 


San Lais 
Obispo 


Tulare 
Bob Lee, opertns. ; 
g. m. & sis. m. 


COLORADO 
68,820 _- 


ussell, 
Robert D. Ellis, “>. : _ =. 


KRDO-TV 44,000 _ 
ae “id W. Hoth, Jr., p., g. m. & 


sls. m. 
KBTV 382,652 
Joseph Herold, st. m. ; 


nat. sls. m. 
KLZ-TV 382,652 
Hugh B. Terry, p. & g. m.; 
Tipton, g. sis. m. 
KOA-TV 382,652 
William Grant. p. & g. m.: 


Colorado 
Springs 


Denver 
John Henry 


400 
Jach 


400 
Wil- 


Jon R. McKinley, v. p. & gz. m 
Arthur C. Stringer, nat. sls. m 

KREX-TV 19,205 

Rex G. Howell, p. & g.m. & sls. 
m.; John L. Robinson, v. p. 

KFXJ-TV — 
(Satellite of KREX-TV, Grand 
Junction) 

KCSJ-TV 56,000 

Ray J. Williams, p. & g. m.; 
Croll, loc. ¢.m. 


CONNECTICUT 
WICC-TV 72,340 _ 
Philip Merryman, p. & g. m.; 
Manning Slater, sls. m. 
WHCT 360,000 
Harvey J. Struthers, g. m.; La- 
Mont Thompson, g. sis. m. 
WEKENB-TV 373,596 400 
oe B. Kenney, exec. v.p. 
: David oe nat. sis. m 
WNEC. TV 948,702 50 
Edward C. Obrist, m. 
Callanan, sls. m. 
217,554 _ 


WA 
Samuel R. Elman, g. m. & ¢.m. 


DELAWARE 
WPFH 2.051.000 — 
Glenn Lau, ¢. m. 


(Continued on page 72) 


Grand 
Junction 
Montrose 
Pueblo == 
Jim 
Bridgeport 
Hartford 
New Britain 
New Haven 


; J. Vincent 


Waterbury 


Wilmington 





New Stations 

wacM-Tv (8) Presque Isle, Me. Af- 
filiate: CBS EMP. H. E. 
pres., 47.4 per cent; V. P. Currier, vp., 
A per cent; Harold D. Glidden, 
treas., 49.4 per cent; L. E. Hughes, 
.06 per cent. Venard, Rintoul & 
McConnell, Inc., rep. 

wsyYE-TV (18) Elmira, N.Y. Partial 
satellite of wsyR-TV Syracuse. Harring- 
ton, Righter & Parsons, Inc., rep. 

Kpix-Tv (2) Dickinson, N. Dak. 
Affiliate: CBS EMP. Dr. J. Weir, 
pres., 17.2 per cent; Frank P. Whitney, 
.p., 17.2 per cent; Orville F. Burda, 
sec. & gen. mgr., 7.6 per cent; W. K. 
Johnson, treas., 17.2 per cent; William 
O. Rabe, 17.2 per cent; L. W. Veigel, 
13.4 per cent; P. J. Baseflug, 10.1 per 
cent. Hal Holman Co., rep. 


Umphrey, 


sec.- 
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Sets 


City Station vhf Uhf Color 





DISTRICT OF COLUMBIA 
Washington WMAL-TV 600,000 
Frederick S. Saget. g. m.; Neal 
J. Edwards, sls. 
WRC-TV 754,000 2,500 
Carleton D. Smith, v.p. & g. m.; 
Joseph Goodfellow, dir. of sls. 
WTOP-TV 704,300 175 
George F. Hartford, v.p. chge. tv; 
Robert A. J. Bordley, sls. d. 


G 00, 
Perry Walders, nat. sls. m. 


FLORIDA 
WESH-TV 
T. S. Gilchrist Jr., v. p. & g. m.; 
Walter Strouse, st. & c. m. 
TV 377,250 — 
Edward Little, g. 


Daytona 
Beach 


Fert 
Lauderdale C. 


m.; John 
Crocker, g. sls. m. 
Fort Myers ie ad 23,500 
J. Bauer, g. m. & sis. m. 
Jacksonville WIHP-TV 98,896 50 
T. S. Gilchrist, Jr., g. m.; Willard 
Fraker. sls. m. 
WMBR-TV 295,000 
Charles M. Stone, V.P. 3 David H. 
Booher, g. sls. m. 
Miami WCKT 380,000 1,550 
James M. LeGate, st. m.; Robert 
L. Fidlar, sls. m. 
WGBS-TV 278,869 403 
Walter Koessler, mng. d.; Dick 
Sloan, sls. m. 
wTtvJ 380,000 1,550 
Lee Ruwitch, exec. v.p. & g.m.; 
John S. Allen, v.p. chge. sls. 
Orlando WDBO-TV_ 173,692 40 
Harold P. Danforth, Sr., p., g. m. 
sls. m. 
Panama City WJDM 31,000 _ 
Harry C. Babb, st. m.; Byron 


Hayford, sls. m. 
WEAR-TV 152,500 20 
Mel Wheeler, p. & g. m.; Milt de 
Reyna, Jr., asst. g.m. 
215,500 _ 


WSUN-TV 
g.m.; Bernard L. 


Fred Shawn, 
Kobres, sls. d. 
WCTYV (see b —7-~ oamaa Ga.) 
WFLA-TV 330,000 5 
George W. Harvey, v.p. & g. m.; 
William B. Faber, sls. m. 
T 332,000 500 
w. Walter Tison, v.p., g.m. & nat. 
oe. m.; Paul M. Jones, loc. sls. 


WEAT-TV 90,000 

Gordon R. Kerr, g.m.; Ed J. Hen- 
nessy. s's. m 

WINO-TV 297, 015 

Theodore A. Eiland, g-m.; W. F. 
Housner, sls. m. 


Pensacola 


St. 
Petersburg 


Tallahassee 
Tampa 


West Palm 
Beach 


GEORGIA 
WALB-TV 45,000 -- 
James H. Gray, p.; Tom Still- 
wagon, g. m. 

WAGA-TV 542,900 500 

Glenn Jackson, v.p. & mng. d.: 
~~ W. Collins Jr., asst. mng. 
d. for s 

WLW-A ” 548,250 

Harry Saar. g. m.; Guy Tiller, 


sls. 
WSB-TV 545,210 350 
John M. Outler, Jr., g. m.; Marcus 
Bartlett, st. m. 
Augusta WJIBF 209,810 60 
Donald fx Kelly Jr., v.p. & g. m.; 
Tom J. Heness ey, sls. m. 
WRDW-TV 182, 100 
J._W. Hicks, g. m.; Lou Stratton. 
loc. sls. m. 
136,959 7 


E. F. MacLeod, st. m.; Joe Wind- 


ce. m. 
L-TV 187,327 a 
Ridley Bell, g. m.; George Jenkins, 


sls. m. 
WMAZ-TV 117,778 7 
Wilton E. om g- m.; Frank 

Crowther, 

WROM-TV ‘174,330 
Ed McKay, m.; Chas. Doss, 
m. 


Albany 


Atlanta 


Columbus 


Rome 

Savannah WSAV-TV 150,501 

Harben Daniel, p. & g. 
(Mack) ae ry c. m. 
'OC-TV 


W. T. Knight, » 
Ben Williams, v.p. 
WwCTV 85,412 
L.. Herschel Graves, g. m. 
Weods, nat. sls. m. 


ce. m. 
; H. M. 
5 
p. & g. m.; 


Thomasville = 


:W. 1. 


IDAHO 
KBOI-TV 67,100 — 
Westerman Whillock, p. & s m. ; 
Earl Glade Jr., st. m. & c. m. 
KIDO-TV 85,000 


Georgia M. Davidson, m.; Barry 
Tucker, sls. m. 
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Ward L. Quaal, general manager, has 
been elected vice president of WGN, 
Inc. Mr. Quaal, 37, has been general 
manager of The Chicago Tribune’s 
radio and television properties since 
August 1. He was formerly vice presi- 
dent and assistant general manager of 
Crosley Broadcasting Corp., Cincin- 





nat, 
City Station vhf Uhf Color 
Idaho Falls KID-TV 54,752 
Cc. i Layne, g. m.; Claude Cain, 
af 
Lewiston LEW." -TV 82,000 _ 
Willard “Pete” Thomas, g. m.- 
Twin Falls KLIX-TV 23,100 _— 
Frank C. McIntyre, v.p. & g. m.; 
Joe Gibney, sls. m. 
ILLINOIS 
Bloomington WBLN-TV 50,000 a 
Worth S. Rough, p. & g.m.; Bill 
Stevens, asst. m. & sls. m. 
Champaign WCIA 23,469 e 
—_, c. , a, p.; Guy Main, 
Chicago whbM TV 2,323,200 1,000 
H. an Atlass, v.p. & g. m.; 
rge Arkedis, sls. m. 
WHEE 2,397,500 
Sterling C. Quinlan, v.p. ; Matthew 
E. Vieracker, z. m 
WGN-TV 2,397, 500 
Ward Gaee. g. m.; Theodore We 
ber, sis. d. 
WNEQ. 2,287,000 3,500 
Jules Herbuveaux, v.p. g. m.; 
Floyde Posten, sls. m. 
Danville WDAN-T 50,000 -- 
Max Shaffer, st. m. ; John D. Eck- 
ert. sls. d. 
Rockford WTVP 190,000 —_ 
W. L. Shellabarger, p. & g. m.; 
Robert Wright, st. m. 
Harrisburg WSIL-TV 34,692 = 
O. L. Turner, st. 
Peoria WEEK-TV 244, 420 1,137 
Fred C. Mueller, g. m.; William 
J. Flynn, c. 
WTVH-T 244,420 1,137 
= % V. Phillips, g. m.; William 
Pipher, sls. m. 
Quincy KHQA TV 149,060 19 
—— a g-m.; Paul Mil- 
en, sis. 
WGEM-TV 150,000 *_— 
Joe Bonansinga, g. m.; J. Ben 
Stewart, c. m. 
Decatur WREX-TV 278,004 500 
Joe Baisch, g.m.; Al Bilardello, 
loc. sls. m. 
WwTvo 116,000 — 
Harold Froelich, g.m.; Edward 
Ruppe. sls. m. 
Rock Island WHBF-TV 315,204 500 
Leslie C. Johrson, v.p. & g. m.: 
ae Corken, asst. g. m. & 
sis. 
Springfield WwIcs 115,500 — 
Milton D. Friedland, g. m.; War- 
ren King. loc. c. m. 
INDIANA 
4undercan WCBC-TV—(61) Fall '56 
Bloomington WTTV 647,7 oe — 
Robert Lemon, 
Elkhart WSJV-TV "215,814 
Paul C. Brines, g. m.; R. Morgan 
Lumpp, sls. prom. 
Evansville WFIE-TV 132, 108 1,000 


Ted Nelson, v. p. & g. m.; Robert 
Dean, sls. m. 








City Station vhf Uhf Color 
witvw 
Rex Schepp, p. & g. m. 
WKIG-TV Hende poe a” 100 
Ww Ww 
baw Edward G. Thoms, v.p. & g. m.; 
Carleton B. Evans, c. m. 
smote YET Ge” 1am 
lis WFBM- A 
” - Vie ¥- F. ae. g. m.; Don 
e, 
WISH-TV * 660,000 1,000 
Robert B. McConnell, v.p. & g.m.; 
George Diefenderfer Jr., d. nat. 
WFAM-TV 115,900 150 
—— oO. E. Richardson, p., g-m., & sls. 
m.; Henry Rosen thal, asst. m. 
Muncie ¥ cr aie. ¥ 107,250 20 
a raig, 
South Bend WNDU-T hon 000 - 
as Bernard C. Barth, & g. 
Sune “Thomas Hamilton, =. 
ws SBT-TV 185, 000 50 


Terre Haute 


Waterloo 


Ames 


Cedar Rapids 


Davenport 


Des Moines 


Fort Dodge 
Mason City 


Ottumwa 
Sioux City 


Waterloo 


Goodland 
Great Bend 


Hutchinson 
(Wichita) 

Pittsburg 

Topeka 


Wichita 


Henderson 
Lexington 


Louisville 


Alexandria 


Raton Rouge 


Lafayette 


Lake Charles 


Neal B. Welch, g. m. ; Richard w. 
Holloway, nat. sls. *m. 
be ag 184,400 35 
J. M. Higgins, g. m.; George A. 
Foulkes, nat. sls. m. 
-T 139,625 *_— 
Ben B. Baylor, Jr., v.p. & g. m.; 
Robert C. Currie, Jr., prog. m 


IOWA 
WOI-TV 325,000 
apest C. Mulhall, g. m.; 
rson, pgm. serv. 
KCRG-TV 325 
Edna A. Herbst, g.m.; Robert C. 


WMT-TV 219,738 150 
William B. Quarton, v.p. & g. m.; 
Lewis Nostrand, g. sis. m. 
Wwoc-TV — 


Don 


an 
317,902 

Ernest C. Sanders, resident m.; 
Mark Wodlinger, pa sls. m. 





Robert W. Dillon, v.p. & g. m.; 
Paul M. Elliott, c. m 

WHO-TV 294,00: 100 

Panl A. Lovet. v.p. & res. m.; 
H. , sls. m. 

KQTV 36,812 — 

Edward Breen, p. & g. m.; Max 

ndes, sis. m. 
KGLO-TV 135,922 — 
Herbert R. Ohrt, ex. v.p. & g 


KTVO (see Kirksville, Mo.) 

KTIV 187,743 00 

Dietrich Dirks, p. & g. m.; L. L. 
McCurnin, sls. m. 


KVTV 181,760 30e 
Donald D. a, g. m.; Robert 
D. Donov: 
KWWLTV 324, 366. 300 
J. McElroy, g. m.; Don E. 
a sis. d. 
KANSAS 
KWGB-TV—(10) Nov. 15, '56 
KCKT-TV 144,350 ~ 
Victor E. Baum, mng. d.; Ottis 
Cowan, ¢c. m. 
‘ KTV 234,125 106 
Howard O. Peterson, g. m.; E. W. 
Dallier, g. sls. m 
ay ag 161, 851 — 
Wade, ¢ & sls. 
Wipwetv 567, ve 383 
= —~ g. m.; Hilton Hodges, 
KAKE-TV 235,620 


se Umansky, g. m. ; Donivan 
Waldron, nat. sls. m 
KARDTV 265,430 1,000 
William J. Moyer, v.p. & g. m.; 
Don Sbarra, sls. d 


KENTUCKY 
WEHT 131, 242 75 
Cecil M. Sansbury, g. m.; Charles 
C. Palmisano, sls. m. 
WLEX-TV + 
Earl L. Boyles, ex. v.p. & g. m.; 
Jim Pennock, sls. m. 
WAVE-TV 506,966 100 
Nathan Lord, v.p. & g. m.; Ralph 
Jackson, c. m. 
WHAS-TV ——+ 
Victor A. Sholis, 4d.; 
Gillen, sls. d. 





Albert J. 


LOUISIANA 
KALB-TV 126,400 
Willard L. Cobb, a m.; Marvin 
Reuben, nat. sls. 
WAFB-TV 104,000 _ 
Tom E. Gibbens, p. & g. m.; Ron 
ieee. sis. m. 


177,171 150 
Gry Corley, loc. sls. m. 
KLFY-TV 78,000 20 


James W. Lucas, g. m.; Quitman 
Henley, sls. m. 

KPLC-TV 102,800 — 

Pelham Mills Jr., g. m.; Art 
Reuben, sls. m. 











City Station Vht Uhf Color 
62,167 _ 
William F. Hession, g. m.; 
lark m. sis. m. 
Monroe KNOE-TV 200 120 


New Orleans 


Shreveport 


Bangor 


Poland Spring WMTW 


Portland 


Presque Isle 


Baltimore 


Salisbury 


Adams 
Boston 


Springfield 


Ann Arbor 
Bay City 


Cadillac 


Detroit 


Flint 
Grand Rapids 


Kalamazoo 


Lansing 


Marquette 
Saginaw 


Traverse City 


300 
Paul H. Goldman, v.p. & g..m.; 
Jack Ansell, Jr., tv sls. & prom. 


d. 
WDSU-TV 399,868 740 
Robert D. Swezey, ex. v.p. & g. 
m.; A. is Read, v.p. & c. m. 
_—"*" 160,000 550 
George A. Mayoral, v.p. & g. m.; 
Martin “McAuliffe, ¢. m. 
KSLA-TV 170,000 25 
Winston B. Linam, st. m.; Deane 
R. Fi sis. m. 
KTBS-TV 209,695 206 
Patrick J. White, st. m.; Marie 
Gifford, c. m. 
MAINE 
WABI-TV 107,000 100 


Leon P. Gorman Jr., v.p. & g. m.; 
Robert McCausland, sls. m. 
Ww-TWO 88,500 -_ 


Murray Carpenter, o. & g. m.; 
Rudolph Marcoux. v.p. & bus. m. 
272,923 


John H. Norton, Jr., v.p. & g.m.; 
Paul Tiemer, sls. m. 


WCSH-TV 190,200 100 

William H. Rines, mng. d.; Jack 
S. Atwood, st. m. 

WGAN-TV 185,000 100 

Creighton E. Gatchell, v.p. & 


g. m.: Richard E. Bates, sls. m. 
WAGM-TV 
Harold D. Glidden, g. m. ; Forrest 
ig, sls. m. 


MARYLAND 


WAAM 676,020 
— Santee, g. m.; Pel Schmidt, 


WBAL-TV 690,723 650 
Leslie H. Peard Jr., v.p. & st. m.; 


Willis K. Freiert, sls. m 
WMAR-TV 697,493 924 
E. K. Jett, v.p. & d.; Ernest A. 


Lang, c. m. 
WBOC-TV 55,815 ae 
John W. Downing, p.; Charles J. 
Truitt, v.p., g. m. & nat. sls. m. 


MASSACHUSETTS 

WMGT—(19) Fall ’56 

WBZ-TV 1,420, 106 64 

F. A. Tooke, g. m.; C. H. Masse, 
sis. m. 

WNAC-TV 1,420,106 ‘_— 

Norman Knight, ex. v.p. & g.m.: 

omas H. poe. sls. serv 

& nat. sis. 

al gi ad =, Manchester, N.H. 

WHYN 240,000 145 


Charles . DeRose, g. m.; Patrick 
J. Montague, c. m. 
LP 240,000 230 
William L. Putnam, g. m.; James 
Ferguson Jr., sls. m. 


MICHIGAN 
WPAG-TV 31,000 — 
Edward F. Baughn, v.p. & g. m.; 
Kenneth MacDonald, sls. m. 
WNEM-TV 312,555 *— 
" ee ‘5 & XG m.; John 
J. n, g. sis. m. 
wwe 388,305 


Gene Ellerman, g. m. & sls. m.; 
ae Sebastian, prom. & merch. 


CKLW-TY 1,568,000. 

J. E. Campeau, vad & g. m.; C. E. 
Gunn, g. sls. 

WIJIBK-TV 1,650,000 700 

Bill Michaels, v.p. & m. d.; Keith 


McKenney, "loc. 8 
WW4J-TV 1,620, 000 1,800 
Edwin K. Wheeler, g. m.; Don 


DeGroot, asst. g. m. 
WXYZ-TV 1,568,000 a 
“ee > Ray | p. & g.m.; Ralph 


. dd. 
WIRT Cia Nov. *56 


WOOD-TV 606,510 400 
Willard Schroeder, g. m.; Arthur 
M. Swift, gen. sls. m. 
WKZO-TV 602,285 200 
Carl E. Lee, v.p. & mng. d.; 
Donald W. ‘DeSmit, sls. m. 
WJIM-TV 450,000 250 


Harold F. Gross, p. & g. m.; How- 
ard Finch, v.p. 

WTOM-TV 69, 700 a 

L. G. Christian, g. m.; Leonard P. 


Frankel. sls. m. 
WDMJ-TV 50,000 
. H. Treloar, g.m.; Robert Luke, 
wii & sis 
NX-TV 160,000 45 


Willian, J. Edwards, g. m.; Robert 
M. Chandler, sls. m. 
WPBN-TV 59,025 
John Anderson, st. m.; R. E. Det- 
ler, €. m. 





C. D. (Duke) 





Tully has been ap- 


pointed general manager of WDSM-TV 
Duluth. Former manager Rod Quick 
will represent the station in Minne- 
apolis and St. Paul. Mr. Tully was 
classified advertising manager for the 
Duluth News-Tribune and Herald. 








City Station Vht Uhf Color 
MINNESOTA 
Austin KMMT-TV 116, 500 
o— Loffier, m.; Don Jones, ale. 
Duluth KDAL-TV 127,500 
(Superior, Dalton Le Masurier, g. m. Odin 
Wisc.) S. Ramsland, c. m. 
WDSM-TV 127,800 — 
Rodney A. Quick, v.p. & g. m.; 
Thomas Gavin, g. sls. m. 
Minneapolis- KMGM-TV 630,000 — 
St. Paul Donald P. Menard, g- m.; Lew 
Dickey, g. sls. m. 
KSTP- 615,000 200 
Stanley E. Hubbard, p. & g. m.; 
Marvin Rosene, gen. sls. m. 
WCCO-TV 400 
#. Van Konynzenburg, exec. v.p. & 
g.m.; Robert N. Ekstrum, sls. m. 
N-TV 650,000 
Miller C. Robertson, v.p. & g. m.; 
David Cole, sls. m. 
Rochester KROC-TV 120,000 
Willard Lampman, st. m. : Gerald 
A. Regnier, prom. pub. rel. d. 
MISSISSIPPI 
Columbus WCBI-TV —— 
Bob McRaney, g. m.; W. W. Whit- 
field, sls. m. 
Hattiesburg WDAM-TV 67,500 15 
nm Reuben, g.m.; Teck Jones, 
sis. m. 
Jackson WITV 152,000 
Owens F. Alexander, st. m. & nat. 
sls. m.; Bill Carlier, loc. sls. m. 
LBT 75,000 125 
m.; Frank Gentry, 
c. sls. m. 
Meridian WTOK-TV 83,000 10 
R F. Wright, p. & g. m.; 
William B. Crooks Jr., v.p. & 
c. m. 
Tupelo wItwv —_ _ 
Frank K. Spain, p 
MISSOURI 
Cape KFVS-TV 155,400 25 
Girardeau ~—— < oO. _. m. of tv; Jack 
Columbia KOMUCEV 100,011 
Edward Lambert, g. m.; John oO. 
Conwell, = 
Hannibal KHQA-TV (see Quincy, Ill.) 
Jefferson City a 102,515 — 
Blosser, g. m.; Ron Max- 
— sls. m. 
Joplin KSWM-TV "116,000 20 
Austin A. Harrison, p.; D. T 
Knight, loc. sls. m. 
Kansas City KCMO-TV 590, 031 479 
E. K. Hartenbower, s. m.; S. B. 
Trembi 
KMBC-TV. “494,323 110 
John » _—— vp. & g. m.; 
ty v.p. & sls. m. 
wbarery: 590,0: 573 
Wm. A. age 4 % m.; E. Manne 
Russo, sls. 
Kirksville KTVO 222, 954 
one > Allison, st. m.; Elmer Smith, 
St. Joseph KFEQ-TV 163,210 _— 
Glenn G. Griswold, g. m.; A. 
Wayne Beavers, c. m. 
St. Louis KSD-TV 942,628 65 
George 


M. Burbach, g. m.; Guy 
E. Yeldell, sls. m. 





City 


Station Vht jUhf Color 





Sedalia 


Springfield 


Billings 
Butte 
Great Falls 


Missoula 


Hastings 
Hayes Center 


Holdrege 
(Kearney) 
Lincoln 


Omaha 


Scottsbluff 


Henderson 


Las Vegas 


Reno 


Manchester 
Mt. Washing- 
ton 


Newark 
(New York) 


Albuquerque 


Carlsbad 


Clovis 
Roswell 


KTVI 

Paul E. Peltason, p. 
blatt, g. m. 

KWK-TV + 

noes T. Convey, p. & 

Tinceishel. vp. & . + 

KDRO-TV 57,000 

H. W. Brandes, g. m.; 
Glenn, sis. m 

KTTS-TV 


414,464 
; Jack Schain- 





Jimmy 


KYT 
R. L. Stufflebam, co-mgr. & c. m. 
Carl Fox, co-mgr. 


MONTANA 
pap > 29,000 
Vv. “Bud” Clark, g. m.; 
Vn Conner, c. m. 
KXLF-TV ———?t 
E. B. Craney, p.; 


gz. m. 
KFBB-TV 29,000 
J. P. Wilkins, p. & g. 

Blanchette, st. m. & c. . 
KGVO-TV 27,400 _ 

. J. Mosby, p. & m. 

Bader, loc. sls. m. 


NEBRASKA 
KHAS-TV 75,732 — 
Duane L. Watts, g. m.; Harry 

Packard, sls. m. & opertns. m. 
KHPL-TV 104,401 
FP. Wayne Brewster, p. (Satellit«- 
of KHOL-TV. Holdrege). 
KHOL-TV 104,401 21 
Jack Gilbert, st. m. 
KOLN-TV_ 154,489 — 
A. James Ebel, 


John 
Jim Manning, 


m.; W. C. 
m 


g. m.; Thomas L. 


1,400 

Owen Saddler, exec. v.p. & g. m., 
Arden Swisher, g. sis. m. 

WOW-TV 375,939 150 

Frank P. Fogarty, v.p. & g. m., 
Fred Ebener, nat. sls. m. 

KSTF 

William C. Grove, g. m. P. 
Cahill, c. m. (Satellite of KFBO. 
TV Cheyenne, Wyo.) 





NEVADA 
KLRJ-TV 30,000 20 
William D. Stiles, g. m.; Pat 

Burke, loc. sls. m. 

KLAS-TV 35,000 -—— 
Marian Y. Komar, g. m. & nat. 
sis. m.; Alex Gold, “hea. sls. m. 
KSHO-TV _ 
Jim Hawthorne, operations m.; 

Bob Gardner, sls. m. 
KOLO-TV 50,000 
Harry Huey, g.m.; 
loc. sls. m. 


NEW HAMPSHIRE 


WMUR-TV 1,127,959 _ 
Norman A. Gittleson, ex. v.p. & 
g. m.; Gordon E. Moore, 


sls. m. 
WMTW (See Poland Spring, Me.) 





Ed Cardinal, 


nat. 


NEW JERSEY 
WATV 4,730,000 _ 
Irving R. Rosenhaus, p. & g. m.: 
Edward Cossman, sls. d. 


NEW MEXICO 
KGGM-TV 77,643 ° 
A. R. Hebenstreit, p. & g. m.; 

R. C. Rhoads, asst. m. 
KOAT-TV 87,77 
Walter J. Stiles, exec. 

m.; Dave Carpenter, 


sls. 

KOB-TV 77,643 

Wayne Coy, p. & ge. m.; 
Nielsen. sls. m. 

= a — 

n H. Battison. g. m 

RICA (12) 1957 

KSWS-TV 35,384 

John A. Barnett, o. & g. m.; Paul 
B. McEvoy, sls. m. 


vp. & g. 
v.p. che. 


Rolf S 


(Continued on page 74) 
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Sets 
City 


(Continued from page 73) 





Station vVht Unf Color 
NEW YORK 

Albany WCDA 175,000 500 
(Schenee- Thomas S. Murphy, g. m.; Harry 

tady-Troy) L. Goldman, st. m. 
w -TV 175,000 _ 
William A. Riple, g. m.; Dom 

Tovino, sls. m. 

Binghamton Sores B 116,472 20 


Bloomingdale wPrz 
(Lake 


Placid- 
Plattsburgh) 
Buffalo 


Carthage 
(Water- 
town) 


Hagaman 
New York 


Rochester 


Schenectady 
(Albany- 


Troy) 


Utica 


Fayetteville 


Greensboro 


Greenville 


Washington 


Wilmington 


Dunham, g. m.; Andrew 
Hubbell, g. sis. m. 
150,000 


George BarenBregge, g. m.; Al La 
France, loc. sls. m. 


WBEN-TV 544,233 200 
George R. Torge, st. m.; Nicholas 
wuuialter sls. m. 


160,100 500 

Charles a Jr., g. m.; Bill 
Decker, sls. 

} igs a 539, 134% 92 
- Joseph Bernard, & g. m.; 
a ey Swift, _. m. ee plus 
566,565 i nada. 

WCNY-TV 84.619" 


Louis Saiff Jr., g. m.; Alfred M. 
Tauroney, nat. sis.. m. >; *Plus 
7 in Canada. 


000 
Thompson K. Cassel, p. & g. m.: 
ioward Green, c.m. 

ns yy 2 ll -- _— 
Bob Bolger, res. 
WCDB (Sat. of WCDA Albany)— 
WABC-TV 4,535,000 
Robert L. Stone, g. m.; Joseph 

Stamler, sls. m. 
WABD 4,800,000 
be is v.p. & g. m.; Bill Adler, 


WATV. (see Newark) 
WCBS-TV 4,730,000 


wor Tv 4,730,000 a 

Gordon Grav, exec. v.p. & g. m.; 
William P. Dix Jr., sls. m. 

} ai 4,730,000 


10,000 
William N. Davidson, g. m.; Jay 
J. Heitin, sls. d. 
Wacoc-TV 325,000* 200 
William Fay, p. & g. m.; John W. 
Kennedy Jr., v.p. & c. m. 
* Plus 75,000 Canadian coverage. 
WHEC-TV 327,000* 00 
& g. 


Wheeler, g. sls. m. 
* Includes 31, 500 Canadian cov- 


erage. 
WVET-TV 327,000* 200 
Ervin F. Lyke, p. & g. m.; Arthur 
Murrellwright, g. sls. m. 
° — 31,500 Canadian cov- 


WRGB 492,860 *_— 


650 

Paul Adanti, v.p. & m.; Fred- 
erick Menzies, c. 

WSYR-TV 372,160 300 

E. R. Vadeboncoeur, p. & a m.; 
W. R. Alford, nat. sls. d 

WKTV 160 


09,000 
Michael C. Fusco, g. m. & sls. m. 


NORTH CAROLINA 


WISE-TV 40,000 
Harold H. Thoms, g. m. ; Joseph 
J. Master, c. m 
WLOS-TV 336,000 - 
Charles B. Britt, ex. v.p.; H. J. 
Britt, regnl. sls. m. 
TV 536,630 510 
Charles H. Crutchfield, ex. v.p. & 
g. m.; Wallace J. Jorgenson. 
acest. mgr. d. chee. sls. 
264,847 120 


Harmon L. Duncan, p. & g. m.: 
Mike Thompson, sls. m. 
WFLB-TV 


20,000 
William D. Bailey, m.; 
Relche. c. m. 


Ww. B. 


WFMY-TV 429,553 214 
Gaines Kelley, st. m.; Joseph E. 
e, ¢. m. 


WNCT 164,990 100 
A. Hartwell Campbell, g. m.; John 
G. ark, Jr., c. m. 
WNAO-TV 140,125 60 
John H. Bone, g. m.; Earl Welde. 
g. sls. m. 
WRAL-TV—(5) Dec 1 
150,000 300 
Roberson Jr., p. & g. = ; 
ks H. —, v.p. chge. sls. 
WMFD-TV 98,6 


R. A. Dunlea 2 P.; Claud 
O’Shields, loc. sls. m. 
— kh 525 
Id Essex, v.p. & g. m.; Harry 
. Shaw, g. sis. m. 
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Ken Carter, general manager of WAAM 
Baltimore, has been made vice pres- 
ident, it has been announced by Ben 
Cohen, president of the station. Mr. 
Carter joined waaM in October 1949 
as local sales manager. He was ap- 
pointed general manager on Nov. 1, 





1950. 
City Station Vhft Uhf Color 
WTOB-TV 129,825 
John G. Johnson, g. m.; James 
W. Coan, sls. m. 
NORTH DAKOTA 
Bismarck KBMB-TV 24,000 
John W. Boler, p. & g. m. ; Fred 
Drewry, loc. sls. m. 
KFYR-TV 30,750 
William Ekberg, g. m.; A. L. An- 
derson. sls. m. 
Dickinson KDIX-TV — 
Orville F. Burda, g. m.; Eugene 
A. Spear, sls. m. 
Fargo WDAY-TV 92,679 150 
Jack Dunn, st. m.; Tom Barnes, 
g. m. 
Grand Forks KNOX-TV_ 37,000 _— 
Carroll E. Day, p. & acting g. m.; 
Robert Lukkason, nat. sls. m. 
Minot KCJB-TV 29,000 
John W. Boler, p. & g. m. ; Ches- 
ter Rietan, c. m. 
Valley City KXJB-TV 128,000 390 
John W. Boler, p. & g. m.; Wm. 
L. Hurley, v.p. chge. sls. 
OHIO 
Akron WAKR-TV 174, 
Ss. = er Berk, 2 ; oe G. 
Berk, . & g& 
Cincinnati wcPO-Tv" * 7670729 — 
C. Watters, v.p. & g. m.; 
Ms. C. Miller, asst. g. 
WEKERC-TV 767,728 1, —_ 
David G. Taft, ex. v.p. & g. 
Robert T. Schlinkert, g. sis. ot 
WLW-T 5,000 9 
R. E. Dunville, p.; James J. 
Crane, sls. 
Cleveland KYW-TV 1,174,004 107 
Roland V. Tooke, v.p. & g. m.; 
Albert P. Krivin, sls. m 
WEWS 0 
James C. Hanrahan, g. m. ; John 
H. Foley, loc. sls. m 
WIW-TV 1,146,150 
Ben Wickham, mng. d.; Senta 
urray, nat. sis. 
Columbus WBNS-TV 500,400 a 
ic! » rel, tv. d.; Robert 
D. sls. m. 
WLW-C 351,000 900 
James Leonard, v.p. g. m.; 
les worth, sls. d 
WTVN-TV 381,451 — 
Joseph W. McGough, g. m.; Rob- 
ert ©. Wiegand, asst. g. m. 
Dayton — 511,310 
Robert H. Moody, g. m. Walter 
E. Wolaver. c. m. 
WLW-D 348,000 
= Jensen, st. m.; Dale ah < ec. 
Lima WIMA-TV 76,487 — 
— W. Mack, v.p. & g. m.; 
Spring. tv sls. m. 
Steubenville WSTV-1V 1,062,882 — 
John J. Laux, exec. v.p. & g. m.; 
Josep ao ch, asst. g. m 
Toledo WSPD-TV 406,975 0 
Allen L. Haid, .vp. & 4-4 d.; 
Bi'l Ashworth, ~~, sls. m. 
Youngstown WFMJ-TV 180,304 150 


William F. Maag, Jr., p.; — 
Stanley, st. m. sls. 

WKBN-TV 202,534. 300 

W. P. Williamson, Jr., p. & g. m.; 

















City Station Vhft Uhf Color 
J. L. Bowden, st. d. 
Zanesville WHIZ-TV 50,000 _ 
Allan Land, mng. d.; Nate Milder, 
sls. d. 
OKLAHOMA 
Ada KTEN 93,223 ‘_— 
Bill Hoover, p. & g. m.; Brown 
Morris, v.p. & st. m. 
Ardmore KVSO-TV 
Albert Riesen, m.; Rex Cole, adv. - 
sls. m. 
Enid =z 306,000 = 
Streets, sec. & m. 
Lawton KSWO-TV 70,000 
=n 5. B. Baker, st. m.; Al Shore, 
Muskogee KTVx 320,000 
A. Blust, Jr., v.p. & g. m.; Den 
ot nat. sls. d. 
Oklahoma WTV 402,213 118 
City a T. Bell, v.p. & g. m.; Fred 
L. Vance, sls. m. 
Tulsa WKY-TV 402,213 118 
Eugene B. Dodson, acting st. m.; 
James R. Terrell, nat. sls. rep. 
KOTV 319,312 60 
C. Wrede Petersmeyer, p. & g.m.; 
Jim Richdale. ¢.m. asst. g.™. 
KVOO-TV 319,312 225 
Cc. B. Akers, g. m.; John Devine. 
¢.m. 
OREGON 
Eugene KVAL-TV 76,220 — 
Ss. W. McCready, g. m.: Glenn 
Nickell, sls. m. 
Klamath Falls KOTI _ 
Walter Richartz, m. 
Medford KBES-TV 39, 150 _- 
Jerold R. ge m.; Edward P. 
Barnett, sls. 
Portland LOR 340.0 
Ss. — Schile, g. a ; Jack Was- 
loc. sls. m. 
KOIN-TV 317,700 200 
C. Howard Lane, v.p. & mng. d.; 
John L. Palmer, ntl. sls. m. 
KPTV 356,442 500 
Frank J. Riordan, mng. d.; Don- 
ald Tykeson, nat. sls. m. 
KGW-TV—(8) Dec. 17 °56 
Roseburg KPIC _—— 
Gene Pierce, res. m. 
PENNSYLVANIA 
Altoona WFBG-TV 451,808 
Jack Snyder, mng. d.; Thomas F 
Martin, sls. m. 
Bethlehem WLEV-TV 71,450 — 
Elwood C. Anderson, st. m.; 
George H. Ettele, c. m. 
Easton WGLV — 94,635 — 
Charles Thon, g. m.; Nelson S. 
Rounsley, bus. m. & nat. adv. m. 
Erie WICU 222,500 300 
Ben McLaughlin, g. m.; Karl R. 
Nelson, c. m. 
WSEE 110,000 oe 
Frank B. Palmer, g. m.; Jay 
Sondheim, loc. sls. m. 
Harrisburg WCMB-TV a 
‘Ed K. Smith, g. m. 
WHP-TV 241,449 _ 
A. K. Redmond, g. & c. m. 
WTPA 198,000 = 
Donald D. Wear, g. m.; Allen P. 
Solada, sls. m. 
Johnstown WARD-TV 10,000 = 
=o J. Butterfield’ g. m. & sls. 
WJAC-TV 1,003,668 
Alvin D. Schrott, g. m.; John - 
Hepburn, sls. m. 
Lancaster WGAL-TV 912,950 30 
Harold E. Miller, st. m.; Leroy K. 
Strine, c. m. 
Philadelphia WCAU-TV 2,094,852 3,500 
Donald W. Thornburgh, p. & g. 
™m. ; Bobs M. McGredy, v.p. 
che. sls. 
WFIL-TV 2,044,000 1,000 
George A. Koehler, st. m.; Ken- 
neth W. Stowman, gen. sls. m. 
WRCV-TV 2,088,318 2,500 
age E. Yoder, v.p. & g. m.; 
Theodore Walworth. sls. m. 
WSES—(29) Nov. ’56 
Pittsburgh KDKA-TV 1,200,000 1,500 
Harold C. Lund, v.p. & g. m.; 
John G. Stilli, sls. m. 
WENS 135,000 — 
Larry H. Israel, v.p. & g. m.; 
Vera Oldenburg, sls. serv. m. 
WIIC—(11) Nov. ’56 
Scranton WARM-TV 250,000 _ 
William Dawson, v.p. & g. m.; 
Sam Feigenbaum, loc. sls. m. 
GBI-TV 305,000 175 
Robert E. McDowell, st. m.; 
George D. Coleman, g. m. & 
: nat. sls. m. 
Wilkes-Barre WBRE-TV 310,000 150 


David M. Baltimore, v.p. & g. m.; 
Ernest Lewis, sls. m. 

WILK-TV 306,000 a 

Roy E. Morgan, ex. v.p.; Thoma 




















City Station vhf Uhf Color 
helburne, 
Williams port WRAK TV——(i6). “pn 56 
York WSBA-TV 115,000 _ 
Louis J. Appell, Jr., p 
RHODE ISLAND 
Providence WJAR-TV 1,404,002 450 
Comes O. Griffith, v.p. & g. m.; 
Ed Boghosian, sls. m. 
WPRO-TV 1 404,202 — 
William S. Cherry, Jr., p 
SOUTH CAROLINA 
Anderson WAIM-TV _ _ 
Glenn P. Warnock, g. m.; John 
McCallum, sls. m. 
Charleston WCSC-TV 233,806 _— 
Roland Weeks, m. & nat. sls. m.; 
Ralph E. Thornley, rgnl. sis. m. 
WUSN-TV 212,637 
J. Drayton Hastie, 2 & g. m.; 
Grange Cuthbert, c. m. 
Columbia WIS-TV 215, 113° 
Charles A. Batson, mng. d. ; “on 
Epps, sis. m. 
WNOK-TV 80,200 — 
H. Hane &y oe Tr., Vv. P., 
Florence WBTW “141, 923 
J. ‘~ Quinn, mng. d.; John 
Brock, nat. sis. m. 
Greenville WwFBC-TV 330,402 50 
Kenneth Beachboard, m.; R. Q. 
Glass Jr., c. m. 
Spartanburg WSPA-TV 286,765 80 
alter J. Brown, p. & g. m.; 
Charles Bell, nat. sls. m. 
SOUTH DAKOTA 
Florence KDLO-TV 183,421 _ 
— L. rape, p.; E. 
& m. ( Satellite’ | 
KELO-TV Sioux Falls.) 
Rapid City KOTA-TV 17,244 _ 
Helen S. Duhamel, p. & g. m. 
William F. Turner, bus. & c. n. 
Sioux Falls KELO-TV 183,421 
Joseph L. Floyd, p.; E. A. Nord, 
g. m. & sls. m. 
TENNESSEE 
Chattanooga WDEF-TV_ 190,712 200 
Harold E. Anderson, g. m.; Otis 
H. Segler, sls. m 
WRGP-TV 
Harry S. Stone, st. m. 
Jackson WDXI-TV 104,620 _ 
Aaron . Robinson, p. & g. m. 
John E. North, v.p. & g. m. 
Johnson City WJHL-TV 185,316 — 
bad Ra neaster, Jr., v.p., g- m. 
Knoxville vA TV 229,360 ‘_— 
. Linebaugh, v.p. & g. m. 
be T. McCloud, c. 
158,127 120 
John A. Engelbrecht, p., g. m. 
& sis. m. 
ve *_— 
John P. Hart, p. S g. m.; R. S. 
Quinn, loc. sls. 
Memphis WHBQ-TV 445, 064 210 
John Cleghorn, v.p. & g.m.; Tom 
Ragland, sls. m. 
WMCT 144 294 
H. W. ne. g. m.; Earl More- 
land, ‘st. 
WREC-TV 
Hoyt B. Nar gg g. m.; Charles 
Brakefield, 
Nashville WLAC-TV © 398,551 500 
T. B. Baker Jr., ex. v.p. & g. m.; 
. Reuschle, g. g. sls. m. 
WSIX-TV 380,000 _ 
R. D. Stanford Jr., p. & g. m.; 
Al K 
WSM-TV 268,693 165 
John Hz. eWitt, p.; Irving 
Waugh, c.m. & asst. to p. 
TEXAS 
Abilene KPAR-TV (see Sweetwater) 
KRBC-TV 59,790 _ 
John Higgins, st. m. & c.m.; 
Forest Lane, nat. sls. m. 
Amarillo -TV s _ 
Ed Moore, g. m.; Dan Hayslett, 
opertns. m. & nat. sls. m. 
KGNC-TV 87,137 
ser Ay Watson, st. m.; Bill Clarke 
Austin KTBC-TV 161,252 
J. C. Kellam, g. m.; O. P. (Bob) 
Bobbitt. g. sis. m. 
Beaumont M-TV 112,880 36 
Cc. 3 e, g. m.; Mott M 
Johnson, opr. & c. m. 
Big Spring KBST-TV 48,453 
William J. Wallace, p. & g. m. 
John McMinn, sls. m. 
Corpus KRIS-TV 
Christi 


000 

T. Frank Smith, p.; W. M. Ei 

ner. v.p. chg. sls. 

KVDO-TV 9,000 oa 

L. W. “Bud” Smith,” g. m.; Bert 
Metcalf, c. m. 











Willis K. (Bud) Freiert has been ap- 


pointed assistant 


television station 


manager of WBAL-TV, it has been an- 
nounced by Leslie H. Peard Jr., sta- 
tion manager. Mr. Freiert will continue 
in his duties as sales manager of 


WBAL-TV. 


City 


Station vhf Uhf Color 





Dallas 
(Ft. Worth) Charles B. Jordan, v.p. & g. m.; 


El Paso 


fort Worth 
(Dallas) 
Galveston 


Harlingen 


Houston 


Laredo 


Lufkin 
Midland 
Odessa 


San Angelo 
San Antonio 


Sweetwater 


Temple 


Texarkana 
(Tex.-Ark.) 
Tyler 


KFJZ-TV 540,930 os 
ale Drake, nat. sls. m. 

KRLD-TV 564,080 250 

Roy M. Flynn, st. m.; Gene Cuny, 


c. m. 
WFAA-TV 564,080 150 


Ralph Nimmons, st. m.; Dick 


KILT-TV - 
Joe Roddy, Jr., g. m 
KROD-TV 92,438 


Val Lawrence, v.p. & g. m. : Disk 
Watts, gen. sls. m. 

KTSM-TV 90,291 8 
Karl O. Wyler, p. & g. m.; Roy 
T. Chapman, v.p. & sls. m. 
WBAP-TV 585,000 700 
George a ae st. m.; Roy 


Bacus, 
KGUL-TV 459,250 
Paul E. Taft, Ne & g. nit 
g- sls. m. 
84,875 
Troy McDaniel, g. m. ; 
Roberts, c. m. 
KGUL-TV (see Galveston) 
KPRC-TV 415,000 100 
Jack Harris, v.p. & g. m.; 
McGrew, asst. m. & c. m. 
KTRE-TV 487,500 360 
Willard E. Walbridge, exec. v.p. & 


Ingham S&S. 


g. m.; Bill Bennett, c. m. 
KHAD-TV 15,000 me 
Cleo E. Long, st. m.; John A. 

Snyder, sls. m. 

KLTV (see Tyler) 
KCBD-TV. _ 128,231 100 
Joseph H. Bryant, p. & g. m.; 

George Tarter, m. 
KDUB-TV 134,281 300 
W. D. (Dub) Rogers, p. & g. m.; 

x A. (Buzz) Hassett, nat. sls. 
KTRE-TV 55,325 _ 
Richman in, vp. & g. m.; 


Murphy Martin, sls. m. 
KMID-TV 54,000 —_ 
aw 4 eaten, g.m.; Lambert Cain, 


KOSA-TV 78,500 

os \ Vacca, st. m.; Ed Costello, 

KTXL-TV 44,309 _ 
H. Hubbard, g. m. & sls. m. 


Tamborello % 
KENS-TV 323, 977 237 
Albert Johnson, g- m.; Wayne 


Kearl, nat. sls. m. 

WOAI-TV 327,490 67 

James M. Gaines, v.p. & g. m.; 
Ed V. Cheviot, c. m. 

KONO-TV (12)—Feb. °57 
AR-TV 62,469 — 
n C. Guthrie, st. m.; E. A 
(Buzz) Hassett, nat. sls. m 
CEN-TV 155, 50 

Gene Lewis, st. m.; Burton Bishop, 
g. m. 

KCMC-TV 161,840 75 


Waiter M. Windsor, g.m.; Richard 
M. Peters, nat. sis. & prom. d. 
KLTV 108,000 _ 
Marshall H. Pengra, g. m.; John 

nox, c. m. 





City 


Station Vht Uhf Color 





Waco 
Weslaco 


Wichita Falls 


Salt Lake 
City 


Burlington 


Bristol 


Hampton 
Harrisonburg 


—--™7”7"7”"" = 
Lynchburg 


Norfolk 


Petersburg 


Portsmouth 


Richmond 


Roanoke 


Bellingham 


Pasco 


Seattle 
(Tacoma 


KCEN-TV (see Temple) 
KWTX-TV 139,000 — 
M. N. Bostick, v. p. & g. m.; 
John M. Brinegar, sls. m. 
KRGV-TV 74,685 
O. L. Taylor, p. & 
or Markel 


m. ; Kenneth 
lL ¢ m. 


120,115 200 
. Fry, exec. v.p. & g.m.; 
H. Walker, sis. m. 
KSYD-TV 119,734 _— 
Sid Grayson, p. & g. m.; Bob 
Cain, ¢. m. 


UTAH 
KSL-TV 209,000 ane 
D. Lennox Murdoch, v.p. & g. m. ; 

Edward B. (Ted) Kimball, g. 


209,000 

G. Bennett Lerson, p. & g. m.; 
Harold Woolley, tv sis. m. 

KUTV 208, 336 

Brent Kirk, st. m.; Robert Smith, 
nat. sis. m. 


VERMONT 
WCAX-TV 145,756 
Stuart T. Martin, v.p. & g. m.; 
John A. Dobson, sls. m. 


VIRGINIA 
WCYB-TV 
Robert H. Smith, p. & g. m 

. Fey Rogers, v.p. & sis. m. 
WVEC-TV (see Norfolk) 
WSVA-TV 138. “" 
Hamilton hea, p. & m 

Howard C. Evans, g. a “m. 


WLVA-TV 308,675 
Philip P. Allen, v.p. & g. m.; 
Joseph F. Wright, Jr., sls. m. 


WTAR-TV 405,722 50 
Cee Arnoux, p. & g. m.; 
Robe . Lambe, gen. sls. m. 
WVEC- "TV 187,000 150 
Thomas P. Chisman, p. & g. m.:; 
. <2 A. Brauer Jr., v.p. & 

sis. 


WXEX-TV 425,000 200 

Irvin G. Abeloff, v.p., mng. d. & 
nat. sls. m.; George R. Oliviere, 
loc. sls. m. 


WTOV-TV 

a We R wa g. m.; 
Brig! 
WAP rire ~ (10) Jan. °57 


WRVA-TV 
Barron Howard, v.p. & g. m.; 
James D. Clark, Jr., sls. m. 
WTVR 408,240 300 
Wilbur M. Havens, st. m. & c.m.; 
Walter A. Bowry, Jr., asst. st. 

m. & asst. c.m. 


WDBIJ-TV 466,086 
Ray P. Jordan, mng. d. 
Brown, tv sls. m. 
WSLS-TV 466,086 150 
James H. Moore, ex. v.p.; Horace 
Fitzpatrick, asst. m. & c. m. 


WASHINGTON 
KVOS-TV 246,413 
David Mintz, g. m.; 

thagen, sls. m. 
KEPR-TV 82,000 
Thomas C. Bostic, v.p. & g. 

H. R. Cary, sls. m. (Satellite of 

KIMA-TV, Yakima) 

KING-TV 521,400 439 

— B. ~r v.p. & g. m.; A. 
P. Hun c. m. 

KOMO-TV ” 525,000 481 
W. Warren, ex. v.p. & g. m.; 

Bill Hubbach, g. sis. m. 


Winston 





; Blake . 


Fred Else- 


KTNT-TV 525,000 
Higgins, m.; Larry Carino, 
KTVW 525,000 


William Veneman, g. m. ; George 
Glavin, g. sls. m. 


(Continued on page 76) 
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Sets 


City 
Spokane 


(Continued from page 75) 


Station Vht Uhf Color 


KHQ-TV 187,768 125 

Richard O. Dunning, p. & g. m.; 
Birney Blair, c. m. 

KREM-TV 185,000 200 

Louis Wasmer, owner; Robert H. 
Temple, g. m. & sls. m. 

KXLY-TV 177,686 

Richard Jones, v.p. & g. m.; 

James Agostino, sls. m. 


KTNT-TV (see Seattle) 
KTVW (see Seattle) 
KIMA-TV 82,000 
Thomas C. Bostic, v.p. 
H. R. Cary, sls. m. 


WEST VIRGINIA 


WHIS-TV = 171,265 
P. T. Flanagan, 
. sis. m. 


WCHS-TV 540,340 200 
John T. Gelder Jr., v.p. & g. m.; 
John L. Sinclair Jr., sls. m. 
WHTN-TV (See Huntington) 
WSAZ-TV (See Huntington) 


WBLK-TV—(12) Winter 


WCHS-TV (see Charleston) 

WHTN-TV 203,000 

Fred Weber, p. & nat. sls. ; George 
A. Miller, loc.-rgnl. sls. m. 

WSAZ-TV 594,510 

Lawrence H. Rogers II, p. 
g. =i Elizabeth Conaty, 
sls. d. 


WOAY-TV_ 357,230 


Robert R. Thomas, Jr., o. & g.m.; 
Vie Ludington, sls. m. 


WTAP 40,502 
Milton F. Komito, st. m.; Jerry 
Burns, sls. m. 





Tacoma 
(Seattle) 


Yakima 


(Pasco) & g. m.; 


Bluefield 


st. m.; Jobn 


Charleston 


Clarksburg "56 


Huntington 


‘nat. 


Oak Hill 
(Beckley) 


Parkersburg 


Wheeling WTRF-TV 312, ad 
Robert W. Ferguso 


ex. Se 
s. m.; H. Testes Smith, 


1,000 
- 


WISCONSIN 


WEAU-TV 122,560 25 
Leo Howard, g. m. & c. m.; Rich- 
ard Kepler, st. m. 
WBAY-TV 235,000 
Haydn ans, 
C. Nelson, sls. m. 
WFRV-TV 191,310 
Soren H. Munkhof, v.p. & g. m.; 
Ward O. Gage, rgnl. sls. m 
WMBV-TV (see Marinette) 
WKBT 112,500 
Howard Dahl, g. m.; 
Morrison, Jr., sls. m. 
WISC-TV 301,083 
Ralph O'Connor, g. m. ; Richard 
Nickeson, sls. m. 

WKOW-TV 
Ben F. Hovel, 
Loomer, sls. m 
WMTV 129,000 
Gerald A. Bartell, p. & 
Peter P. Theg. sls. m. 

Marinette WMBV-TV 211,440 
(Green Bay) Joseph D. Mackin, g. m. ; William 
R. Walker, tv m. 
WISN-TV 782,500 
John B. Soell, tv d. 


Eau Claire 


Green Bay = 
g-m.; Robert 


La Crosse — 
Robert Z. 


Madison 


129,500 


200 
gs. m.; rt 


100 


st. m.; 


Milwaukee 








Surging with 


EXCITEMENT 
SENTIMENT 
AND HEROISM! 


XRXARKRAKEKEARER 
Ziv’s New Star-Spangled Rating Winner 


‘SEE PAGES 
18A, B, C 
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City Station Vhft Uhf Color City Station Vht Uhf Color 
beg gg 622,000 2,500 HAWAII 
oe ot Sa | oe, KHBC-TV 100,682 = 
WTMJ-TV (81.232 J. Howard Worrall, p. (Satellite 
Walter J. Damm, g. m.; Neale ~ of KGMB-TV, Honolulu) 
Bakke, sls. m. Honolulu KGMB-TV 100,682 _ 
WwxiIx Me oe,255 Melvin B. Wright, m.; Charles 
Edmund C. Bunker, st. m. ; Theo- Crockett, loc. sls. m. 
dore F. Shaker, sls. m. KONA 96,500 _ 
Superior KDAL-TV (see Duluth, Minn.) > ee, Dp © sm: 
WDSM-TV (see Duluth, Minn.) James W. Spencer, nat. sis. m. 
KULACTY 91,800 _ 
Wausau WSAU-TV_ 95,200 _ 
San © Geen ve. & o.m.; Jack A. Burnett, exec. v.p. & 
Gitesd D. Belle, ant. s. =. & m3 M. Franklyn Warren, g. 
36m. | Wailuku KMAU 100,682 _ 
- Howard Worrall, p. (Satellite 
WYOMING of KGMB-TV, Honolulu) 
Cheyenne KFBC-TV 49,000 — KMVI-TV 96,500 
Wm. C. Grove, g. m.; Charles P. Ezra J. Crane, g.m.; Richard E. 
Cahill, c. m. Mawson, st. m. 
| 
ALASKA GUAM 
Anchorage KENI-TV 23,900 - Agana KUAM-TV 
—_ hae we g.m.; James Harry M. Engel Jr., p. & g. m. 
KTVA 23,000 —_— | PUER 
A. G. Hiebert, g. m | vepebdingeee 
Fairbanks KFAR-TV 8,600 ieee 4 Be 
James G. Duncan, g. m. & cht. Alfredo R. de a Jr., p. & 
a : er Sewert, sls. m. | .. ‘wes 7 M. Dupont, 
TVF | - 
Walter A. Welch, m.; John A. | 50™ Jun wAPA Wise PREP 
im Cc m. N. Vladimir, sls. m. & prom. m. 
Juneau KINY-TV 2,500 WKAQ-TV 150,000 a 
Jerry McKinley, st. m.; Vern Met- Delfin Fernande-. g. m.; Oscar 
calf, loc. sls. m. Reinosa, sls. m. 





Wall St. 


Storer will work out some arrange- 
ment for the Boston outlet which would 
increase the company’s market sub- 
stantially. 


(Continued from page 69) 





work affiliation accounts for only 6.4 
per cent of its total. Local advertising 
represents 57.1 per cent of the gross 
radio revenue. 

Here a tabulation of Storer’s 
revenue earnings and dividends since 
1953: 


is 











Div 
Revenue Net Income Per share 
Common B 
1953 $14.9 million $2 million 94 cents 24 14 
1954 $17.7 ted $1.62 81 13 
1955 $24.0 $4.4 ” $1.73 $1.38 14 
1956 (est) $30 $2.40 





At present three of the seven tv out- 
lets are broadcasting 18 hours a day, 
while three others are on 1614- and 
17-hour operations; the one in Miami 
is operating only eight hours a day. 
Thus, there is still room for further 
expansion on the present facilities, 
although admittedly the margin is 
closing down. 


Seven Am Stations. The company’s 
radio operations, as already indicated, 
are on a smaller scale in terms of dol- 
lar revenue. There are seven stations, 
one each in Atlanta, Birmingham, 
Cleveland, Detroit, Miami, Toledo and 
Wheeling, W. Va. All but one of the 
stations are tied in with the major 
networks, four affiliated with CBS and 
one each with ABC and NBC. 

Here again it is interesting to note 
the strong position of national spot 
advertising, which produces approxi- 
mately 36.5 per cent of the gross radio 


| revenue, while the revenue from net- 





There are 788,250 shares of com- 
mon stock -and 1,686,500 shares of 
Class B common outstanding. 





High-Low Last 

Stock 1956 Quote 
ABC 32%- 245 25% 

ADMIRAL 22%- 15% 15% 
AVCO 7T%- 5% 5% 
CBS 32%- 22% 3036 
DUMONT LABS 10 - 5% 63% 
EMERSON 13%- 7 ™% 
GENERAL ELECTRIC 65%4- 52% 60% 
HOFFMAN 25%%- 20% 22% 
MAGNAVOX 41 - 32% 34% 

MOTOROLA 51%- 40% 45 
NATIONAL TELEFILM T%- 3 7% 
PHILCO 36%4- 18% 19 
RCA 50%- 37% 3836 
RAYTHEON 19%- 13 16% 
STORER 291%4- 22% 26% 
SYLVANIA 55%- 42 49% 
WESTINGHOUSE 65%- 51% 52% 
ZENITH 1414-101 109% 
Over-the-Counter Stocks 

Bid-Asked* 

CONSOLIDATED TV 17%- 19% 
OFFICIAL FILMS 15%- 2% 


~ *As of the close, Oct. 12, 1956. 
tAs of Oct. 12, 1956. 








In the picture 


Oliver Barbour, director of tv programming at Benton & Bowles and a broadcast and 
theatre veteran, has been elected a vice president of the agency. He’s been with the company 
for eight years and before that was a free-lance radio producer and director. His first work 
in broadcasting was with Trans American Broadcasting, a packaging firm for radio shows. 
Before that he was a Broadway actor and summer-circuit director. He appeared in some 15 
Broadway shows as a featured thespian before directing shows at Mt. Kisco (N. Y.) and 
Westport (Conn.) theatres in the early days of the star system. Theatre names from Joseph 
Cotten to Ethel Barrymore were top line on bills of Barbour-directed Westchester plays in 
the Thirties. He lives now in Katonah, which is north of Mt. Kisco in northern Westchester 
County. A native of Rochester, N. Y., he is married and has two sons. 





In another move expanding its national sales staff, Screen Gems, tv subsidiary of Colum- 
bia Pictures, has named Adolph N. Hult director of sales development. A former director 
and member of the board of the Mutual Broadcasting Corp., Mr. Hult had been associated 
with the network since its organization. He joined Mutual in 1934 as an account execu- 
tive. In 1941 he was appointed sales manager of the Central Division. He became vice 
president in 1945 and in 1953 was named a member of the board. His first job out of 
college was as a reporter for the Moline, Ill., newspaper. Later he became a sales representa- 
tive of the National Lock Co., Rockford, Ill. In 1930 he joined wen in Chicago as an ac- 
count executive. It was from that Mutual outlet that he transferred to the Mutual Network 
in the same capacity in 1934. A native of Chicago, Mr. Hult and his wife live in New York. 





Another promotion in the National Broadcasting Co.’s executive realignment is that of Earl 
Rettig, vice president in charge of tv network services, who becomes vice president and 
treasurer of NBC, a new post. A veteran of more than 25 years in broadcasting and motion 
pictures, Mr. Rettig joined NBC in 1950 as television network operations manager. In 195] 
he was appointed director of television network operations on the west coast. He later be- 
came director of finance and operations for NBC in Hollywood. On Jan. 1, 1954, he was 
transferred to New York and placed in charge of production and business affairs for the 
NBC television network. A native of Chicago, he moved to the west coast in 1928 as assistant 
to the studio manager at Fox Studios. After working for several producers, he became 
RKO studio treasurer and assistant treasurer. He was named an NBC vice president in 1954. 





In still further NBC-TV changes, two new vice presidents have 
been named. William R. Goodheart (left) was elected vice 
president, NBC Television Network sales, and Charles H. 
Colledge named vice president, facilities operations. Mr. Good- 
heart was made sales head of the tv network on Sept. 17 of this 
year. He joined NBC last year in May in an executive capacity. 
For many years he was a talent manager at Music Corp. of America, 
which he co-founded in 1924. Mr. Colledge started with NBC in 
1933 as a studio engineer. He has been director of technical opera- 
tions for NBC-owned stations and spot sales since January 1953. 





Donald N. Martin joins the executive staff of the National Assn. of Radio & Television 
Broadcasters next month as assistant to the president in charge of public relations. Currently 
Mr. Martin is director of public relations of the British Travel Assn. As an executive of the 
tourist-promotion organization, he sparked the nationwide “Come To Britain” campaign in 
the U. S. During the campaign, tourists to Britain from the U. S. increased from 91,000 
annually to 316,000. He has been with BTA since 1950. Before that he was an account ex- 
ecutive with the public-relations firm of Robinson Associates and the ad agency, Cecil & 
Presbrey, New York. After World War II service with the U. S. Navy, Mr. Martin was a 
feature writer for and editor of Navy magazines. He'll move his family from New York 
to Washington when he takes his new post with the broadcast group. 
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Johnson City, Tenn. 


KEY TO SALES 


in one of America's 
fastest growing industrial areas! 





316,000 WATTS ... POPULATION 1,612,370... 
398,143 HOMES 
CBS * ABC « Rep. by John E. Pearson Co. 








ATLANTIC TELEVISION 
proudly presents 
THE CHAMPION PACKAGE 
Send for particulars today from: 


ATLANTIC TELEVISION CORP. 
130 West 46th Street, N. Y. C. 

















South Arkansas’ only tv station 
serving a market of over a 


quarter-million people. 


LET US BE YOUR 
NEW YORK OFFICE 
24-hour, 7 days a week, service 
specializing in tv and radio industry. 
PLAZA 9-3400 


Telephone Message Service 
222 E. 56th St., New York City 


Represented by 
John E. Pearson Co. 


> 
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THE LIGHTER SIDE | n C amefra 





Mother no’s best: Don Larsen’s 
mother “kept a rule” and helped 
the Yankee pitcher win his perfect 
World Series game on Oct. 8. 

While others in Don’s family—and 
his friends and neighbors—in San 
Diego viewed the no-hit, no-run game 
on tv (and, at the end, there wasn’t 
a dry eye in the house) his mother 
abstained. 

“I make it a rule never to watch 
Don when he pitches,” Mrs. Larsen 
said. “Seems like every time I watch 
him, he loses. So, I just don’t do it. 
I didn’t today,” she added happily, 
“and see what happened.” 

Soitainly. 


AW sa 

















Life in this electronic age: The 
same day that Don Larsen tendered 
Brooklyn his blankety-blank treatment, 
the West Coast Electronic Manufactur- 
ing Association appointed a new busi- 


ness manager named Don Larsen. 
* * * 


According to a Keane cartoon in 
the New York Post, a tv announcer 
spieled: “Our movie is old, but we'll 
interrupt frequently with commercials 


never before seen on television.” 
* = a 


The low road: And speaking of 
newspapers, it has come to our atten- 
tion that some dastardly newspaper- 
men resort to some dastardly practices 
in an effort to shut out tv coverage 
of important news events. 

In the presence of the chaste and 
coded tv cameras, the print reporters 





start cursing like fury, forcing the 
sound, and usually the picture, too, 
down and out. 

As retaliation, how about a satura- 
tion boycott of newspapers—we could 
stop wrapping fish with them! 

* * * 

The hi road: A Reuters dispatch 
reports on a clergyman in Watford, 
England, who told his congregation it 
will have to choose between him and 
tv. 

The Reverend delivered his ulti- 
matum in his parish magazine. He 
complained in an article that when he 
makes his pastoral calls, he often is 
kept waiting—even when there is an 
agreed time of appointment—until the 
tv program the family is watching 
has finished. 

From now on, he declared, he wants 
to be told at the door if the tv set 
is on so that, by canceling his call, 
he won’t have to compete with it. 

*” * * 

As a top manager, have you wonder- 
ed whether you should take an apti- 
tude test along with -your employees? 
Well, stop worrying about it and take 
that old test. You may be as lucky 
as a fellow Business Week tells about: 

“Daniel M. Wolfe, 1949 co-captain 
of the University of Texas football 
team, went into his family’s business, 
Wolfe Nursery, Inc., Stephenville, Tex., 
after graduation. Two years ago, 
Wolfe tested the nursery workers to 
see how well each fit his job. On an 
impulse, he took the test himself, found 
he had musical aptitude. The outfit 
that administered the tests advised 
him to study musical composition as 
a hobby. So Wolfe bought a piano 
and started taking lessons. 

“Result: He has sold 56 tunes to 
publishers and recording companies. 
One song, Gonna Back You Up, Baby, 
had a sale of 150,000 records within 
10 days after it was released. Although 
still dashing off songs at a furious 
rate, Wolfe is nevertheless sticking 
to the nursery business as a full-time 
occupation.” 

Sounds like the perfect guy to dash 
off the sequel to Trees. 
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.«. the World’s TALLEST self-supported Tower! 


. ... it’s the object of world-wide interest . . . and in Kansas City it’s the signal of success, for, 


according to ARB and PULSE (Apr. 7-13, 1956), KCMO is the No. 1 station in most-viewed 
| quarter-hours and most-viewed shows! 
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Represented by KATZ AGENCY INC. 


MEREDITH 2adio and Jelewsion STATIONS 
attiliated with Detter Homes and Gardens a1 Successful Farming magazines 
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TIME 
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Friday 


IX TELEVISION AUDIENCE 
PROGRAM 
TV Readers Digest 
Man behind the Badge x 
I Love Lu . C 
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Monday 
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Famous Fils Festive 
Guy Lombardo 
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TIME 


8:30 
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Stop the Music B 
. | Troubie with Father Cc 

Climax KOOL 

STATION | RATING Dragnet D ae 
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5. : 
KOOL! 15. e Serving 139,300 TV households in Greater 
D : Phoenix (91% saturation) PLUS five other 


Arizona counties and 8 community antennae 
systems. 
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Mickey Mouse Club 
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Afternoon Movie 
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